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E-SELLING 





(HEAVY NATIONAL ADVERTISING) 






the answer to ; 
satisfactory 
Dealer Profits? 





More and more dealers are finding out that 
it is not! 





Unless a dealer is given adequate market 
protection, he cannot reap full benefit from 
the money he spends for local promotion. 


ie ere ee eal And— unless he has product dependability, 


~ his profits are eaten away by high service costs. 


— Speed Queen goes to the heart of the problem 
by making dealer NET profits the backbone 
of its entire merchandising, sales and 


Ct advertising program. 


The fact that Speed Queen sales are UP while 
industry sales are DOWN — and that so many 
dealers are switching to Speed Queen — would 
indicate that our policy of close dealer coop- 
eration to protect profits is on the right track. 











SPEED QUEEN 


a — of McGraw-Edison Co., Ripon, Wis. ee RAW. j 
EDISON * 








The exclusive Model 91 with 
Stainless Steel Tub 
guaranteed for a lifetime 











FAMED FOR DEPENDABILITY 
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WAIT WAIT | 


till you see the ENGINEERING ... it’s the till you see the STYLING .. . its the FRESHEST 


GREATEST design advance, inside and out! look in a decade! 















IT’S ALOOK...11’S AN IDEA...1T’S A TREND...1T’S DYNAMITE 


WESTINGHOUSE ELECTRIC CORPORATION * MAJOR APPLIANCE DIVISION * MANSFIELD, OHIO 
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WAIT 


till you see the BUILT-IN LOOK... it’s the 


HOTTEST idea since living went electric! 








TE THAT EXPLODES INTO SALES! * (W) 


WAIT 


till you see the 


SHAPE OF TOMORROW 
from Westinghouse 


Watch for it... wait for it... 


See the big announcement 
in the September issue. 


you CAN BE SURE...1F ITS Westinghouse 
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pi TOASTMASTER BONUS OFFERS 


fog W THIS NEW $18°° TOASTER WITH PURCHASE 





OF ANY 12 TOASTMASTER jraaidaaipesa: 


= FREE 





* You make $18.95 profit on 
the free 1B24 Toaster! 


* You get a bonus of $12.79 
extra profit...or 


* You make $1.07 extra profit 
on each of 12 
Toastmaster Appliances! 











Here's an offer that spella EXT RA P denind cd 's, atter how you look 
at it! The at toaster in the _ stmaste “3% ‘offi ially announced 
juat a fet = ago . we're ” ng} it to y« po ae utely free when you 
buy any ‘12 ‘Toastmaate } ieaaiie 
The new 1B2 y To stmaaster Toaster a Classic of amart new conter 
porary styling ee “ low black he sdles onto the same sound e 
yineering and heat control that have so —d vallic of Toastmaster Toast - 
ers' It's the newest entry in th fa Toastmaster line — qualit te. 
appliances with a full profit ensiat = A thi nashing Bonus Offer sf 
gives you a chance to get your fall selection of "Tous tmaster Appliar ee 
the selection best suited to your own individual market—at a big ee MODEL 1524 
extra profit to you! Call y distributor to a 


$1895 


‘oats 6 THIS $1995 TOASTMASTER AUTOMATIC 
{OFF FRY PAN ONLY $75° WITH PURCHASE 
* OF ANY 6 TOASTMASTER APPLIANCES! 


“ete * You make $12.45 profit 
(62%) on fry pan at 
this special price! 


* You get a bonus of $5.06 
extra profit...or 


* You make $.72 extra 
profit on each of 7 
Toastmaster Appliances! 


Another tremendous extra-profit opportunit 
ou act quickly, you can get this 11-inch Toastmaster Automatic Fry 





y for your fall buying! If 


y 
Pan—retailing for $19 96 for only $7.50 with your purchase of any 6 
Toastmaster Appliance 

Order any 6 applian ig — the one 1 know will move best 
in your particular ma rhe “t "You yw the Automatic Fr , Pan wi will move 
fast it’s the only fry pan the t r eta you sell the pr 1 heat controls 
for which Toastmaster is famous! Don't wait order now. Feature 
= new, bigger, famous-for _— Toast ster lit You're going to 

ake money with Toastmaster—and you ih ma re even more when you 
take advantage of this big extra-profit Bonus Offer! 


Cell your TO pot a NOW? coro 


IASTMASTER DIVISION 


A " = J atic Waff 
vy. $ tle 4 models, $ SS 6 Waffle Bak KS ° 
and b= eu 





AUGUST, 1957 ELECTRICA MERCHANDISING 





THE YEAR 
SO FAR 


14.9% DOWN 
0.3% MORE " 


Preceding 
Month 


~ Business Quick-Check sean 


SALES, factory, appl.-radio: TV index (1947-'49 = 100) 139 146 162 








DEBT consumers owe to appl.-radio-TV dirs. ($millions) 356 354 351 





FAILURES of appl.-radio-TV dealers 29 47 28 49.1% MORE 





RETAIL SALES total ($billions) 16.4 16.3 15.7 5.3% UP 





DEPT. STORE scles index (1947-'49 = 100) 127 125 124 2.5% UP 





DISPOSABLE INCOME annual rate ($billions) 299.7 ° 295.5" 285.8" 5.3% UP 





LIVING COST index (1947-'49 = 100) 


SAVINGS of consumers, annual rate ($billions) 


119.6 119.3 115.4 3.6% UP 











21.9* 18.9* 20.8* 8.5% UP 





13.7% DOWN 


5.7% UP 


fis" - - 
a 


, - HOUSING starts (thousands) 97.0 107.4 











500.3 


AUTO output (thousands) 430.4 








UNEMPLOYMENT (thousands) 


TRENDS 


3,337" 








(Sources, in order: FRB, FRB, Gun & Bradstreet, Dept. of Commerce, FRB, Dept. of Com 
merce, Bur. Labor Statistics, Council Econ. Advisors, BLS, Ward's Auto Reports, Census 
Bureau) *New Series — No Comparison Available 


‘l'wo things stood out at last month’s Music Show. 





By far the most obvious was the phenomenal interest in high 





fidelity—an interest so intense that some people are beginning 
to be a little worried that the industry will iose its head with 
hi-fi just as it once did with television. 


I'he second is a definite feeling that ‘I'V business will improve 





in the second half. A certain amount of this, of course, may be 





the result of looking ahead through rose-colored glasses but a 
number of manufacturers have specific reasons for feeling that 
2¥’s momentum will begin picking up this fall. 

How much momentum can we expect?) One of those ready with 
1 specific prediction was Motorola's Ed ‘Taylor who says that 4.5 
million sets will be sold in the final six months of the year hat 
of about seven million 


would mean total annual sale 


ne reason for optimism 3} the shift in emphasis to bigger 





portable Ihe tide seems to have turned heavily in favor of 
17-inch sets which provide a better unit of sale and a better di 


] 


ount than the low-priced, small-screen sets which hav pre-occu 
pied the industry for the past 15 months 


Another reason for optimism is the whittling down of industry 





inventory. On the basis of inventory figures alone the industry 1 


in a very healthy position to trike out for fall busine 


[his does not m« in that you can necessarily expect in immediate 
vave of dealer buying. One big manufacturer says he doesn’t 
expect much dealer ordering until Labor Dav He reasons that 


dealers are fully aware of what’s been going on in the industry and 
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have no worry over being caught short of merchandise. So they 
may well hold off ordering. But for the fall as a whole this samc 
manufacturer expects very good ‘I'V business. 


As far as hi-fi is concerned, “very good” is much too conservative 





in describing what's expected this fall. Interest at all levels of 





the trade is intense. At several distributor conventions high 
fidelity merchandise has literally stolen the show from the ‘T'V 
lines which normally would have occupied the spotlight 

And business is measuring up to initial enthusiasm. One big 
manufacturer tells us that one month’s current business just about 
equals his annual volume in hi-fi for 1955. Another predicts a 
60 percent increase in phono sales for this year 

But this sudden popularity has some people just a little worried 


One manufacturer puts it this way: “Sure, it's a windfall right 
now, but the potential for overproduction is there just as it wa 
with T'V. A lot of people are looking to hi-fi to make up for the 
volume they've lost this year in TV. If we don’t approach this 
market intelligently it will wind up just like the ‘T'V business did 

Ihis word of caution may be well taken, but last month in 
Chicago few people were willing to listen to anything conservative 
about hifi. ‘The business was headed for a boom and everybody 
was climbing aboard 

7. 
Now the electric housewares industry can begin worrying about 


“full lines’. 


~ The major appliance business has been concerned with that 


(Continued on page 6 
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Famed Flavo-matics spark sales! 


matching | q 
cotiee service .” ; 


in 
Pit 
{ ; cnn | 











INDIVIDUAL FLAVO-MATICS 
2-Scup 6-8 cup 
gleaming chrome $17.50° $186.95 
copper color 
aluminum $12.95" $13.95* 
polished 
aluminum 


T BE 


FULLY AUTOMATIC COFFEE MAKERS 


$11.50° $12.95° 






2705 
cue 


Unequalled coffee flavor brewed in coffee makers unmatched for beauty 
West Bend'’s 6 to 8 and 2 to 


cup gleaming chrome Flavo-matics keep their 
brilliant lustre and enhance the tinest table service 


( 


All Flavo-matics have no-drip spouts 
rect timing and just-right temperature control assure gentle perking that make 
delicious coffee automatically ! Ihe exclusive Flavo-matic me thod extracts onl 
the true, delicate coffee favor, The flavor is never sacrificed for speed 
the coffee never burned or underperked, The two Flavo-matics 
ire a complete automatic cofte making service for 
' 


brewing to 14 cups or more of delicious coffee 


the meht amount tor most home occasions 


WEST BEND ALUMINUM CO 
DEPT 188 WEST BEND, WISCONSIN 





"includes cord and excise tax 


i =< , ih — 


IG 
AUTOMATIC SKILLET SINGING TEA KETTLE 


CANISTER SET 


FAMOUS WEST BEND GIFTS FOR THE HOME 
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TRENDS 


continued 


problem for some months now but it wasnt until the recent 


Atlantic City Housewares Show that it became really clear that 


} } ] 
i similar proce taking place with small appliance 


There was a significant broadening out of lines at this year's 





how. Some firms added merchandise they had never marketed 
before. Other picked up lines they had dropped some time ago 


\ random impling is evidence enough. (-b. ha idded a floor 


polisher. Hamilton Beach has cleaners again he same firm 
has added a blanket lin Westinghouse has heater 

Lines are expanding in stil! another wa lhe examples ited 
ibove cover situations where familiar products are being idded 
But the whole field of electric housewares is growing with the 
iddition of new product [he move toward iast ontrol units 


} 1 1] 
ontinues to accelerate \ number of firms showed the so-callec 


probe which in be used to automatical mitrol a iniety of 
ooking ipphian ( Perhap ignificant, too. was the introduction 
Hi ele ti! il} pe 1c! by if le ist four firm 

It not absolutels Cal et whether such lin expansion Will 
mean marketing headach« But it could. Distributors may want 


to trim the number of lines they carry if the merchandise embraced 


by individua rie TOM too much It One iD that the 
| 1) , 
pecialty manufactur V1 ilso find himself omething of a 
, 
quecz for distributive ta iti because of th pansion 
w I> 
Is it time for a “new view of color ‘TN 


At its distributor convention last month Motorola official 


uggested just that to their distributor msidering 


olor a 1 separa iri Motorola will market its two color sets 
| } 





is the top of its full TV line 


[his point of view has some advantages for a firm like Motorola 


Officials frankly don’t expect color to mushroom this fall. But 


the Oompa has alwavs don between eight ind Zz pel ent of it 


i i 5 
unit volume in “top of the line itegoru SO 10 onsidering 
olor a i part of this market the in pot tf in impressive 
, ral ' 1] , t | ' ' t lor It 
pote nitial am in forestall talk of limutec prosper ror 10 n 
iddition, such a oncept may encourage step-up selling 


\ furnitus man who w ilked through last month Mu l Show 
1LES¢ Ole he id 


potted i trend which he think might possibly 
i he for hi-f mak in the months ahve idl - 


\lo t cabinet ‘ hown in Chicago fe ture 1 high-glo plano 


finishe his was particularly true of imported merchandis 
vhere such a finish has become almost a trademark What d 
turbed the furnitu man was that at recent furnitur hows a 
trend away from such finish ind toward a msiderab] lc 
tlossy, “oil” finish has begun to be ipparent lhe furniture man 
bye tion hi-fi maker mia ( falling behind turniture tvling 
\ familiar feature has returned to the pag f ELECTRICAI 


\IeERCHANDISING. On page 189 of this issue vou wall find estimate 








if industry shipments for a number of mayor ippliances Lhe 





hgures published this month cover five month hipments ind 


omparable figures for succeeding months will b published in 


future issuc end 
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New Hoover 
Convertible 








The Cleaner with the Automatic Shift! 


Low gear High gear for 
Sor carpets everything else 


14 


a 


™ 


' 


A 





New Hoover Convertible is actually two cleaners in one 
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Fastest and cleanest pickup of all! 


Long, low and rarin’ to go! Now, from Hoover, comes 
a new kind of cleaner—the Convertible. Its new two-speed 
motor with Automatic Shift makes it the most complete 
cleaner that ever came down the carpet. 


Frisky and free-wheeling, the new Hoover Convertible 
races over carpets—yet does a job no cleaner short of a 
Hoover can match. Gets the deep-down dirt other cleaners 
can’t get because it beats, as it sweeps, as it cleans. 


How Automatic Shift works—Just click in the con- 
verter, and the big motor automatically shifts into high. 
Presto! ...an extra burst of power for straight-suction 
cleaning—50% more than ever before. With new rear con- 
nection, the cleaner follows you as you clean. Exclusive 
double-stretch hose. 


To get cleaning over with faster, and do it better, get the 
cleaner with the Automatic Shift—-the new Hoover Con- 
vertible. Complete with accessories $132.90. 


HOOVER. FINE APPLIANCES 


... around the house, around the world 















To guarantee lasting beauty and longer wear... 


LIU REFRIGERATORS 


feature more ALU Mi : i U Mi 


and Hotpoint / ALUMINUM 


adds m 
ALUMINUM ds more strength to. your sales story! 
FREEZER LINERS ALUMINUM 


with four times the conduction COLDCOIL SYSTEM 


power of steel. 
refrigerates fresh foods at proper humidity, 
adds beauty and distinction. 





































ALUMINUM 


ICE TRAYS 


faster freezing, assures ample 
supply of ice cubes—always. 














ALUMINUM 


DOOR SHELVES 


extra strong, extra deep—put jars, baby 
bottles, soft drinks at finger tips. 


ALUMINUM 


DAIRY-STOR FRONTS 


with aluminum egg shelf that has 


ALU M | N \j M removable insert for cleaning ease. 


CRISPER TRIM 
beauty and durability—a shining example 
of Hotpoint Out-Front design. 


ALUMINUM 


DOOR PANELS 


with brushed finish—emphasizes Hotpoint's 
greater use of strong, easy-to-clean, 
beautiful aluminum. 






ALUMINUM 


ICE TRAY SHELVES 


special rack of aluminum assures 
maximum cold conduction. 


























REFRIGERATOR SHELVES 


rod-type, rust-free, aluminum shelves 
glide in or out, adjust up or down. 

















ALUMINUM 


SCUFF PLATES 


extra beauty, extra strength 
more proof of Hotpoint’s 
top-to-bottom quality. 









The difference your customers see is the difference 

you can sell! Let Hotpoint’s generous use of ALUMINUM 

give your Refrigerator sales a brighter outlook. Your 

vith 5 Hotpoint Distributor has all the facts, including many dramatic 
sales-clinching demonstrations. See him today! 


ok te Hotpoint fh fst fist! 


Refrigerators « Food Freezers « Air Conditioners « Electric Ranges « Automatic Washers - Clothes Dryers « Customline + Dishwashers - Disposalls® - Water Heaters - Television 
HOTPOINT CO. (A Division of General Electric Company), C 0Aee 44 
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...in the 
EAST 


By Robert W. Armstrong 





Weather’s fits and starts hurt room 


cooler sales . . . TV defies seasonal 


slump . . . June-July volume sets no 


records. . . Refrigerators gain 


M ODERN version of the Faust legend has it 
4 that a New York City appliance dealer, 
stuck with a big inventory of air conditioners, 
offered the usual bargain with the devil if he 
would just provide a couple of weeks of sticky 
hot weather. ‘To which Satan replied that there 
were two reasons why he couldn’t oblige: (1) he 
wasn't interested in keeping people cool and (2) 
anybody in the appliance business no longer had 
a soul to sell 


Which is to say that the air conditioning busi- 
ness hasn’t been so hot. 


In the light of the weather’s vagaries, it hasn’t 
been as bad as it might have been, either, and, 
according to some New York dealers and dis 
tributors, volume has pretty well kept pace with 
1956 

One exceptional New Yorker, who marked up a 
33 percent increase in his room cooler sales, at 
tributed all of it to pre-season activity and said, 
“We did less business since the end of May than 
in the same period last year.” 

Most New York dealers report air conditioner 
sales as “about the same as last year’ or say 
they are “holding our own.”’ Not so sanguine is a 
chain store executive who declared in mid-July 
that the air conditioning season was already over 
and said, “Dealers better start disposing of their 
floor samples; otherwise they'll get caught with 
them.” While he thinks more inventory will be 
carried over this year than last he also believe 
that distributors will get stuck with the bulk of 
the unit Another retailer agrees that carryover 
tocks will be big, but adds that liberal return 
privileges will mean that few dealers will get 
tuck and that leftover units will reappear in 1958 
iS pre-season specials. A third merchant report 
air conditioner sales even with 1956, but says, 
“We've been cleaned out of fans twice. Our fan 


} 


business is ahead of last year by eight percent.” 


Washington dealers got a run on air condition- 
ers during the late June hot spell, but as soon as 


ELECTRICAL 
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weather cooled so did sales. As a result, most of 
them were inclined to agree with the New York 
chain store man who said the season was over. 

Boston, oddly enough, was reported as a good air 
conditioner market from mid-June to mid-July 
and so was Albany, N. Y.—where air conditioners 
have never been particularly strong. However, a 
good season is relative. In Albany if a big dealer 
sells 30 to 50 air conditioners and/or 75 fans 
he’s having an unusual year. 


Philadelphia, where air conditioners are ex- 
pected to sell, has no glowing reports to make. 
As one dealer puts it, “There were 10 good days 
in June when just about everything went—air 
conditioners, refrigerators, washers. As for early 
July—you can write it off as worthless.” ‘This re- 
tailer got rid of his ’56 models and a few '57 units, 
but says, “lhe market fluctuates too much to put 
in any kind of inventory, The 100 percent re 
turnable feature on this year’s line has been a 
blessing in one way—there isn’t the urge to cut 
the bottom out of '57 prices when you know you 
can return them instead of having to almost 
give them away.” 


The strength of television is this summer's big 
surprise, ‘l'raditionally, June should be just about 
the worst month of the year, accounting for no 
more than six percent of the year’s sales, But 
dealers from all over the East are reporting that, 
despite half-hearted gains by refrigerators, slumps 
by dryers and halting progress by washers, ‘I'V is 
doing exceptionally well—and not always just 
portable models. As one Philadelphian it, 
“Big-ticket black-and-white T'V has picked up 
considerably. We got rid of nearly all our '57 stuff. 
Portables also have been moving well, though not 
so briskly as earlier in the year. We sold four 
color sets last week.”’ And from Buffalo a dealer 
who says refrigeration and washers have been 
his best sellers adds that “we are still moving tele 
vision, selling portables right along.” Another in 
the same area says, “Our refrigerator sales are 
ahead of last year, air conditioners are selling in 
spurts and ‘TV is holding up well—with the aver 
age sale over $300.” 

One Boston distributor discovered, somewhat to 
his own surprise, that when somebody slipped up 
and sent him consoles instead of portables he 
was able to seli them. As a result, his overall sales 
for June were up 40 percent despite a five per 
cent decline in appliance volume 


June and early July business on the whole was 
about what June-July business usually is—unexcit- 
ing. Several retailers got some small gains in 
overall] volume, but few could report any increas« 
in profits. One Bostonian claimed that “busine: 
increased two percent over a year ago’ and 
attributed some of it to steady ‘I'V sales and a 
10 percent gain by small appliances. A Buffalo 
merchant says, “I would describe current busine 
as fair but not good, It is a little better than 
June however.” Another reports that “July has 


1957 


started out better than June. Refrigeration is the 
big seller right now. We are moving some laun 
dry equipment. Ranges are just fair.’’ Washing 
ton retailers say refrigerator sales are up, laundry 
equipment spasmodic, ranges slow 
Sidelights on the marketing scene. General 
discounting has finally hit the Albany area and 
one observer says ‘most dealers are stumecd as to 
what to do about discounters or are making feebl 
stabs at countering them.” Another Wash 
ington discount house has closed its doors and 
several stores have been abandoned by another 
Boston's death struggle between department 
stores and discount houses is still squeezing all 
dealers because consumers use the department 
store ads for comparison shopping and caught-in 
the-middle retailers are looking for lines that de 
partment stores don’t handle or are diversify 
ing into photographic equipment, music and 
hobby supplies. A Boston dealer refuses to 
handle built-in appliances because “we don’t want 
to compete with builders and manufacturer 
A Philadelphian’s key to success amidst 
chaos: “Beating the bushes, ringing doorbell: 
even advertising doesn’t seem to do the trick. It 
has come down to salesmanship right in the stor 
You've got to know your product and show your 
customer what she is getting for her money in 
value from the product Customers are getting 
more value conscious all the time,” 


...in the 
MID- 
WEST 


By Tom F. Blackburn 





Chicago 


quick-recovery 


approves 
water heaters . . . Hot spell finds deal- 
ers low on air conditioners . . . Route- 


men reveal most popular premiums 


y ROPOSAL of Commonwealth Kdison to « 

tablish a new rate for uncontrolled electri 
water heating services is one of the things that 
indicate the change taking place in this field, A 
charge of 1.5¢ per kw-hr for water heating on a 
24-hour day basis is the idea. ‘The rate revision j 
to enable housewives to take advantage of more 
compact quick recovery water heater lhese new 
Continued on gag 10 
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Who SAYS I’m not 
interested in a buy and 
sell agreement ? 


“Sure | am! Every guy ought to be 
interested in the future of his dad’‘s 
business!” 


Whether you are owner, partner, 
tockholder or key executive, the future 

of your business and your family may 
vell depend upon a sound buy and sell 
agreement secured by an adequate business 


life insurance plan. 


Death can bring financial chaos to any 
business — and extreme hardship to the 
families involved 


An «tna Life Representative will be 
pleased to work with you, your lawyer and 
accountant in setting up a properly insured 
plan to provide in advance for the smooth 


and orderly transfer of your business. 


AETNA BUSINESS LIFE INSURANCE 
PLANS ARE SPECIALLY DESIGNED ... 


@ To protect PARTNERSHIPS against liquidation or reorganization 


® To protect SOLE PROPRIETORSHIPS for heirs or 
selected employees 


@ To protect CLOSE CORPORATIONS from forced reorganization 





@ To cover the loss of a KEY MAN in any organization 


Add Life to your Business with 
Atna Business Life Insurance 





Aina Life Insurance Company 
Hartford 15, Connecticut 


ZETNA LIFE 


INSURANCE COMPANY 





Gentlemen 


Please send me a copy of your new booklet “Will This Man Toke 


Affiliates Your Business With Him When He Dies? > 
AETNA CASUALTY AND SURETY COMPANY Nome 
STANDARD FIRE INSURANCE COMPANY Address 


Hartford, Conn. 
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TRENDS recion By 


j i j it tal 
md | d j t 

Wh tility report f t t t 
nitial reports from i t t 
on th hy fa (34 i ot it m | 
itegor but then neith i | p j ik i 
ompared to a year ago. One utilit Southwest 
Public Service Co. of Amarillo. reported that Ma 
ile by dealer vere 19 percent over thie orre 
ponding period a year ago, ending a lump from 
early in the year April 1957 sal vere up i5 
percent. In Beaumont, Gulf State Utilities’ pro 
motion manager Vice Gayl i new pe iks ar 
being reached every day” by dealers in the utilit: 
rea liven a damaging hurricane, Gayle add 
wont appreciably affect busin Ne industrs 


moves in daily and should take up some of the 
lack in pit of heavy crop ind other losse 
An interesting side note to today’s busine 1S 
what one distributor has to sav ibout a soft mar 
ket, particularly in the Dallas-Fort Worth area 
In both cities he tried a promotion that went over 
big in several sections of the country and in a few 
Texas cities. It flopped in Dallas and Fort Worth 
“Tight money,” says he, “is the only reason | 
can think of. Seems that the Dallas-Fort Worth 
area is a little more believing of tight money r 
ports and prospects are afraid to buy. It may be 
high interest rates or it may be they want to hold 
on to their money a while longer. I can't ¢ xplain 
it, and it just seems to be confined to Dallas and 
Fort Worth. But that’s my reason The pro 
motions were successful elsewhere and there’s no 


other reason why they couldn’t work here.” 


...in the 
SOUTH 


Air conditioners, refrigerators lead the 
way to increased volume . . . Georgia 
makes biggest gain . . . TV continues 


strong in some areas 
4 hk. outh is sunny once again—volumewis 


it least Dixieland dealers and 


distributor happil reported uptrending volume 


Generally 


in June, with room air conditioners and refriger 
itors carrying most of the mail. The weather 
been hot, beautifuily hot 


Several dealers found enough volume in their 
six-month totals to indicate a pretty good year. 


Sad to say, volume and net aren't rising together 
Kach is going its own way, with net sometime 
holding its own, more often falling off. as volum« 
limbs, One Birmingham dealer ruefully eyed th 
widening gap between dollar sal ind net, ad 


mitted this had been a trend in his busing 
the past hve year 


In June, air conditioners moved best for thi 
particular retailer. He brings the p ople in with 
1 $199.95 leader, then works his bread-and-butter 
sales in the up-to-$2 i cla 
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¥. h deal I hom J um i 
hea f May, f id $250 t 
doing the most for him. Though he isn’t 

pushing them hie got $199 leader too 
of which he'd sold a total of one through the mid 
dle of Jul An anemic net has this gentleman 
biting his natis also, and he sees nothing promi 
ng for the profit column until next year, “when 
naybe a man’'ll he able to put i dollar in the bank 
md call it hi 

I hie ingle-line appliance department of 


Chattanooga furniture store used a four-pronged 
hook to help boost June air conditioner sales about 
10% over Mar Ihe store aimed a j-ton con 
ditioner at consumers angling to save a buck in 
both initial cost and operating expense; ball 
hooed a |-ton cooler for its attractive living-room 
tyling; plugged a 14-ton unit for those out to 
cool a couple of rooms; and used a 2-tonnei to 
lure customers with more cash to burn and threc 
or four roms to cool. A 1-ton model at $198 led 
the pack 

Down in Miami, a potent chain operation wa 
beating the drum for a 3-ton cooler at $149, 
while selling plenty in the $200-$240 range, with 
reverse-cycle feature included at the higher price 
A bit soft for this firm were white goods in gen 
eral and washers in particular, while television 
was down Ihe chain is diversifying steadily, 
adding supplementary lines as fast as space be 
comes availabl Power mowers, dinettes, bat 
becues, automobile air conditioning, cameras 
and typewriters are helping to keep the register 
ringing. “Miami dealers are laughing at list, 
1 company spokesman said, “and giving trafhe 
away at 5% above cost.” 

Le plans to keep a weather eye on the weather 
for the rest of the summer, move closely with 
it, because “‘you're going to sell a certain amount 
of the standard stuff come hell or high water 
but the hot weather items—fans, refrigerators, 
air conditioners—can make the difference foi 


you 


According to Federal Reserve Bank figures, 
Georgia showed its heels to the rest of the South- 
east in May appliance sales, with a 20% bulg: 
over May of 1956. Atlanta loused up the state- 
vide average somewhat by gaming only 6% 
June was evidently picking up, though, as on 
of the city’s key dealers reported a 33% jump 
over May, and termed June “the only good month 
we've had all year.” Here again, refrigeration 
ind air conditioning were the aces in the deck, 
though the pace of the latter was temporarily 
lowed by a 110-piece dump grabbed and mat 
keted by an Atlanta department store when a 
local distributor 


vith the apphance business 


uddenly became disenchanted 


lclevision was surprisingly strong in some 
areas, including Birmingham, Savannah, and 
especially Charlotte where one distributor termed 
it “red hot iid he’d moved more in Jun 
than in bebruary-May put togethe: Much of 
this volume was a product of a $5,000 ea 


payment plan promotional package the distnbuto 


has dreamed up The brass ring in the packa ( 
is a six-day Puerto Rican holiday, and so far 
ome 50 dealers have taken a flyer 
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Chattanooga ['V market was tabbed “Very 


por seems it the city’s traditionally worst 
television quarter. And, as if that wer n’t enough, 
Chattanooga’s television is seen as in the awkward 
tage—in its fourth vear, with saturation high 


but no firm replacement market formed as yet 


Color TV has taken on no resemblance to 
hotcakes in the Southeast. 
irea ranged from “‘stinko” 


Comments in thi 
Savannah) to “will 
tay slow until manufacturers feel like cooperating 
to put it over” (Birmingham). An Atlanta r 
tailer recalls fondly that he sold 66 color piece 
between September, 1956, and February, 1957 
but it cost someone $10,000 mn co-op to do it 
A persistent type, he’s building a special color 
viewing room, and plans to hit it hard again in 
the fall salvation of the 
independent dealer 


lo him, color’s “the 


Freezer volume is anything but slow in the 
South. Both dealers and distributors report strong 
ales, with one distributor moving ‘‘a car a week 
for the past six weeks.” Dealers were able to 
pass most of these along at “close to list,” he 
added, since next to no one has a freezer to trade 
l’astest mover was an 1|8-cubic-foot model listing 
for $399 
volume, another distributor laid it to his manu 


Noting a 25-30% gain in freezer 


facturer’s new pricing policy of nothing over 
$400 and a leader at $229 putting him “as 
nearly competitive with Sears as we've ever been.” 


...1in the 
GREAT 
LAKES 


Cold weather slows room cooler sales, 
but rain keeps laundry equipment on 
the move . . . Refrigerators fall below 
expectations, but TV keeps selling. 


A CONSIDERABLE pickup tn ippliance 
sales was observed in parts of the Great 
Lakes region during the past six week 

The appliance picture in the Cleveland area 
looks somewhat brighter. A few Cleveland deal 
ers say that June was an month 
while others reported sales for the 
only “fair’ or “holding steady’. One dealer 


said his sales were two percent above the year 


excellent 
ime period a 


ago month, with a better than 30 percent in 
crease from the previou month 


Dealers and distributors in Cleveland started 
to do business in room air coolers in the middle 
of June when the temperature climbed to 93 in 
the Cleveland area and remained there for about 
1 week, As soon as the mercury began dipping 
to a chilly 54 degrees in the evenings, activity in 
‘ir conditioning began to slow down. Some deal 
ers did manage to move quite a few units during 
the “hot spell”. One Cleveland dealer said h 
old enough air conditioners in two weeks t 
compensate for losses in other appliances during 

Continued on page I¢ 
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For VOLUME SALES 


& BIGGER PROFITS | 













Quaker offers a tremendous selection 
of models to meet the demand of every cus- 
tomer — at the right price! Line up with 
Quaker in ’57 and see how fast it sells .. . 
at a big profit to you! 































| > Flush-to-Wall 
“SPACE SAVER” OIL HEATER 


DELIVERS RIGHT DOWN-TO-FLOOR LEVEL HEAT 





Nothing like this “Space Saver” 
on the market today! Obsoletes 
all existing home heaters! Auto- 
matic operating “Warm Floor” 















blower—air flow adjustable to ev- (a - = a. i AX Ria 
ery comfort need. “Safe-T-Cool” ——t i. ane : ~~ . ye sy 
cabinet design saves 50% on floor 00 your cus- What a —_— 2 c=. & 
tomers’ heaters ence “ iE: ; ef - s - 
space. Advanced louver arrange- _ look like this? Saver” ! i ig _— = Wes 
:; # ” .__/. | 
ment increases heat circulation. Aa wn Mf ~ 


4 


W PRICE! 





nvented Wall Gas Heater at C40 


This new 28” “Cool Cab- _ 
inet’? Wall Gas Heater —_—$$<$£___- i), 
makes all free-standing —— ONLY # r@ HAS 
heaters old-fashioned. THESE EXCLUSIVE FEATURES 
Now in two sizes: the new 
28” and the original 48”. 
Years ahead design and 
selling features at re- 
markably low price. Sells 
on sight! Your customers 
save money — you make 
money! 














e Hangs on wall like a picture 
uaker Wall Heater 


e 20-Year Guaranteed super- ongs on the wan 


efficient ‘‘Deep Port’’ Burner 





e 20-Year Guaranteed porcelain 
heating chamber | 


e Extra Cool Super-Safe cabinet 











e Super Circulation 








Ordinary heater 


Model SWC-250. Maximum capacity: wasies floor space 


25,000 BTU per hour. Height: 28’ Width: 20° Depth: 7” 


‘ ee ee ee 
luaker HAS MORE TO OFFER DEALERS! ; Quaker Manufacturing Company 


Heating Division of Florence Stove Company 


|. Most complete oil and gas heater line in America. 1147A Merchandise Mart, Chicago 54, Illinois 


2. A ere yor profitable pone srENure. Send me the BIG PROFIT story on Quaker oil and gas heaters. 
Hard-hitting local promotions keyed to your store. 


COMPANY 
QUAKER MANUFACTURING CO. siete 
Heating Division of Florence Stove Co. 
1147 Merchandise Mart, Chicago 54, Ill. ADDRESS _ 


4 


—— ee ee ee ee ee ee ee ee ee ee ee 


5 





ELECTRICAL MERCHANDISING—AUGUST, 1957 PAGE 13 








PHILCO OPENS A HOT 
WITH TV'S FIRST 
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“SLENDER SEVENTEENER'' TABLE SETS 


NEW VOGUE IN TELEVIEWING... 


Compact, powerful, tote-able TV is in big demand! And Philco’s “Slende: 
Seventceners” give you all this plus the industry's newest concept, newest 
styling! No other set so completely fills the bill! 





“SCAN-TENNA” PORTABLES, TOO... 


When we add Philco’s two-position, patent-applied-for “Scan-Tenna” 
carry handle to “Slender Seventeener,” you have the greatest picture- 


pulling sales closer in the industry! The antenna hides in the handle, pulls 
out, rotates, locates strongest signal! 


“SLENDER SEVENTEENER” PORTABLES 
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NEW MARKET FOR YOU j 
EXCITING NEW LOOK? 


PHILCO 



























America’s newest TV idea! 


Right from the start, Philco “Slender Seventeener” was 
a standout! At its Forrest Theatre unveiling in Phila- 
delphia, Philco Distributors gave it thunderous applause! 
At Open House Showings all over the country, dealers 
marveled. And at the Chicago market, dealers and com- 
petitors crowded around the “Slender Seventeener”! Big 155-Square-Inch Picture! 
Philco “Slender Seventeener” is completely new — - 
comple’. different inside and out. Designed for today’s 
televiewing habits, it’s lightweight and looks beautiful 
from any angle. And “Slender Seventeener” is packed 








with power — has a chassis powerful enough to produce 
a 21-inch picture! 

One look will convince you! Here, from Philco, is a 
new kind of TV with the sharpest-looking picture you've 
ever sold! Get in touch with success! Call your Philco 
Distributor NOW! Order your Philco “Slender Seven- 
teener” Table Sets and Portables in glamorous new colors 





... even the leather look of alligator! 

& 
Cash in on the big “Slender Seventeener” push 
in LIFE, POST, newspapers, TV and radio! 









a; tow 


Beautiful ! 


LOOK AHEAD... aud youl chaste PHILCO. Peay og serge 
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Cleveland retailers who expected the sale of 
laundry equipment to taper off with the coming 
of summer, now report this item is topping all 
Weather conditions in those part 


’ ' 
might we ( nsidered the maim reason thi 


appliances 


merchandise not losing ground as a best seller 
Oo far thi ear, Cleveland weathermen ha r¢ 
orded AL che of rain, 6 niche ibove 
normal M launicds equipment busine hia 
been territe Maybe it because [| firmly believe 
ind convince m customel that the product I 
ll is one of the best on the market toda 
id one dealer A number of dealers think the 
public w buying the 19 models now in anticipa 
tion of higher prices in the new line vhich are 


cheduled to hit the market short] 


Range sales have been very poor and the out- 
look for future months looks gloomy. Dealer 
iy this item is a “dead issue lhis seems to be 


the general trend throughout the Cleveland area 


vot one dealer reported that hi iles in ranges 
ve even fair. Retailers handling built-in range 
ie domg a tremendou bu lie and ther fore 
ce les in’ builtin ontinuing to flourish for 


Hany months to come 

Ihe Cleveland Electric Hluminating Co re 
ports that builtan 1 
percent ind also note that two out of every 


how an increase of 100 


three ranges goimg into new homes in that terri 
tory are beultan 


Movement of refrigerators is slow and far below 
what dealers expected for the mid-summer mat 
ket. Dealers and distributors all com up with 
the same answer-—market saturation. A Cleveland 
distributor ud: Outside of the “new look 


manufacturers them no incentive for pro 
motion on retrngerator Ile also said that the 
ianufacturer will not give them the margin 


to do the things they would like to do on pro 
moting this item, A deaier remarked that the 
few reftngerator hie old have been the dual 


mperature deluxe model 


Cleveland dealers and distributors are happiest 
over the way ‘T'V sets, both console and portables, 
have been moving in the past six months. Sal 
mn oth rerchandise have jumped () percent 
ihead of last year at th ime period Most of 
hese ile have been portable \ Cleveland 
listributor sa that his TN iles have been ex 
tremely good, He attributes his growth in sale 

olume to the 2l-nch Zenith Space Command 
IV set which has been on the market since a 
ear ago June, and that orders were being written 
oO fast for awhile that deliveri« vere lagging. ‘lo 


take up the slack, one dealer is doing nicely with 
i volun tretcher in th wa of close-outs in 
'V set Ile is offering a l-inch console model 
vluich onginally sold for § 0, for $140. This fig 
tine how that he ha iid 0 of these sp ials 
within a three week period 


Because of keen competition in the Cleveland 
area, dealers are finding it next to impossible to 
confine their sales to appliances only and remain 


solvent. So, many have taken on new lines for 
thi ummel uch a ummer furniture powe! 
mowel barbecur ills and outboard motor 
Dealers who have gone into th new tvpe of 
merchandising for the summer season have been 
leased b ults of added volume and are for 


itinuing on this ba n the tutu 
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... in the 
FAR 
WEST 


By Howard J. Emerson aa; 4 


Sales improvement stirs dealer opti- 





mism, but dealers find success in their 
own ways... TV picks up... Air 


conditioners head for big year 


"THIN »S are better, much better, for most 
dealers in the Far West. A little bit better 
here i little there but enough to be encour 
ging to anyone in the industry who expects deal 
ers to ride with an evolution rather than die with 
i bouquet of 1939 principl nugly reposing on 
their chest 


Dealers are making out better for a variety of 
individual reasons. In fact, there are many who 
iy manufacturers and distributors should realize 
that no longer can their dealers join in general 
programs, eat h must chart his own course using 
thr ime material There ar example of di 
tributors losing their most beloved dealers because 
th refuse to realize that the dealer must met 
handise his goods the way that is proving most 
effective at the moment in his market—that he 
doesn't have the margin to toy with a type of 
promotion that he knows from experience will not 
ippear to his people. For example: A dealer of 
long and successful standing in San Francisco ha 
refused to join in the “dealer list’’ advertisement 
Ilis expenence; proving with an exceptionally 
100d May and June volume and profit that he will 
make out better in that area letting the giant 
Kmporium, Macy, Sterling’s, etc.—use the usually 
100 percent co-op advertising to get the publi 
interested in shopping for goods which he can 
ll for a few dollars |e 

\ dealer of equal standing in Seattle has been 
having a good May and June by joining with hi 
distributor in a type of advertising that gives him 
1 4 by 4-inch space tied into the manufacturer 
idvertisement, large enough to use his identifica 
tion cut and which he Ip im pre his neighborhood 
market that he is the source the manufacturer 
D wn 
\ dealer of importance in Oakland has created 
his own advertising campaign with a succ« that 
has moved his net profit up by nearly 10 percent 
He ha topped in the middle of one of the most 
price conscious and price cutting areas in Calli 
forma—mentioning price. With intriguing adver 
tisements and a sharp pricing policy he is getting 
profitable busine from prospect that are shop 
ping him first because they don’t know his price 
because he didn’t put it in his co 
petitors did 


p' ind the com 


lelevision has picked up well during June and 
early July. For some dealers it is proving its most 
rohtabl ince the initial boom. Big factor 


AUGUST, 


most, is the possibility at long last of making a 
yroht on portable Several models of portables 
vere out of stock at distributor level in San Fran- 
cisco on July 12. In Los Angeles for one dis- 
tributor, television sales are up 20 percent from 
the 1956 level 


I 


White goods are “spotty,” if one looks at the 
Far West as a whole. In the Northwest, for ex 
umple, refrigeration eems to be better than for a 
long time. The trend in that area toward more 
exclusive franchises has been a help when com 
bined with manufacturer advertising this spring 
Laundry equipment seems to be only fair in that 
area. A thousand miles south in San Francisco, re 
frigeration is reported as quite low, seasonally, 
but laundry equipment is making money for the 
dealers—one dealer has been selling more “‘pairs’’ 
of washers and dryers than ever before and 1956 
was a good year. In Los Angeles, says one dealer, 
refrigeration has been better volume-wise than in 
many years—however, he points out that any 
dealer is lucky to get 20 percent on refrigeration 
o he has to have volume. He points out that in 
southern California (and that would go for the 
Far West as a whole) the long drought in refrig 
eration sales is bound to break, if for no other 
reason than units conking out. ‘People can’t go 
on forever watching the rest of the country buying 
modern refrigerators—or maybe they can—but 
sooner or later those 1946 and 1947 jobs are going 


to Pive 


Laundry equipment has hit a slow period in 
southern California, but that is considered normal 
during school vacation when anyone who isn’t 
developed wears practically nothing, and thos 
who are developed wear practically nothing. A 
housewife in Inglewood came into a dealer there 
Jast summer, bought a washer. When the rains 
came in December he came back said, “Remem 
ber me? I bought a washer in July.” He said, 
“Now I do, for a moment I couldn’t remember 
you with your clothes on.’ 

Speaking of laundry equipment, one dealer in 
San Francisco says that the day of specialty sell 
ing is not dead—although he’s not going to giv 
up price cutting in favor of it. Egged on by a 
distributor, he had a salesman make calls on ever 
customer who had purchased an automatic washer 
during the year—result, in 8 of 10 calls the sal 
man sold a matching dryer. More important in 
that market, the dryers were sold at good profit 
Savs the salesman, “They hadn't been thinking 
about a dryer so hadn’t shopped around and 
came up with no competitive hgures to use on 


Ine 


Air conditioning, gradually growing to what this 


column had contended will be a billion dollar in- 


dustry in the Far West, got off to a slow start 
because of weather, but will ring up its biggest 
year ever. Dealers doing any volume in the Lo 
Angeles area report making some money on it 
one says he can make 25 percent on standard 
merchandise in spite of steady dumps by the 
ume merchandisers.” This is compared to 15-15 
percent on refrigerator 

Big event in air conditioning to those who know 
the Far West is the trend to refrigeration unit 
in the arid areas of California and Arizona. When 
the annual air conditioning promotion of th 
Fresno, California, “Bee” took place this year, the 
whole subject and practically all the adverti 
ments were on refrigeration cooling—a big event 
Im ath area wher ever h use ind hack ha ill 


Ce Ipo! itive cooler 
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TRENDS REGION BY REGION 


; on 


CANADA 


By M. L. Schwartz 


June-July sales off despite gains by 


refrigerators, TV, radio, and air con- 


ditioners .. . 


Dealers look for better 


business as result of political turnover 


W l'l'H most dealers across C: 


ida recording a general el 


in busin during June and early 

Jul till a re mark ible wave of op 

tim weeping dealers’ circles 

because new deal expected 
i result of the change of gov 
lmnent 1 Ottawa 


\ warm spell lifted sales of re 
frigerators, air conditioners, port- 
able radios and TV, though Jun 


is a whol vas down dol 

irwi id =prohtwi ompared 
th last i] As one large deal 
Mon i] put it We onl t 

n I 00d Dusil I rca 

{ lhe head of a department 

ipphance tion in Ottawa 

iplain 1 that au miditioncr 
iot selling a ell as the 

hould because “‘there’s too much 
untfa ympetition from mal] 
Pu Phi Varin pell moved 
mn frigerator reported 1 big 
deal 1 Toronto, but he added 
nificant] If last year ile 
ippointing, it looks like it'll 

be worse this year unk thing 
change qui kly.”” Sales of portabl 
'\ ind radios moved slowly, too 
lowly, dealers in several citi¢ on 

irmed 


Despite this setback in summer 
business, many dealers believe a 
new regime, in Ottawa after 22 


years, will bring beneficial changes 


Among the 
changes contemplated, there is a 
definite hance that taxes will be 
reduced po sibly thi year; the 


for the whole trade. 


tight money policy will be eased 
probably making « redit more read 
ily a\ lable 


terest charges 


and keeping the in 
down on loans; ti 
imports of appliances and other 
United 


somewhat curtailed 


electrical lines from the 
States may be 
by imposing stiffer socalled “dump 
ing’’ duties; old age pensions and 
other social security payment will 
be boosted, 


chasing power of thousands of Can 


increasing the pur 
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idians; house-building will — be 
tepped up 

Under the “new deal’, there is 
expected to be a progressive rise 
in the demand for appliances and 
other electrical good Uhe general 
manager of a department chain, one 
of Canada’s large 
tion ud, “If the new government 
n Ottawa does half of what wa 
yromused in the Jun 
the next few month Canada 
ilers will get the biggest break of 


t retail organiza 


( in palgn inh 


in more sales and more 


dit to swing deal 


\n important increase in farm 
income in 1957 is bringing a sur- 
prising upsurge in business from 
hinterland customers. In fact, at 
the latest official count, sales of ap- 
pliance radios and furniture so 
far this year are up over 21% dol- 
larwise in the predominantly-farm 
irea Of Saskatchewan and this is 
far ahead of sale: 


oncentrated province 


$; in many urban- 
Elsewhere, 
dealers are also noting that farmers 
ecm to have more cash. This de- 
velopment is being felt in both 
urban and rural centers since Ca- 
nadian farmer now own motor 
vehicles on an unprecedented scale 
ind travel long distances in search 
of bargains 

Yes’, said the credit manager 
of a large Montreal chain, “it’s ob 
vious that farmers in Canada have 
more cash to spend this year but 
unlike city folk they're not over- 
ommiutting Other 
ources in ‘Toronto, Quebec, etc., 


themselves.” 


reported farmers are spending mor¢ 
this year 

Canadian Government sources 
reveal why there is more cash in 
irculation in farming circles. Off 
cials say the latest nationwide sut 
vey shows that in 1957 
farmers have been receiving more 
ish from the 


ind from participation payment: 


Canadian 
sale of farm products 


on previous years’ grain crops than 


it any other time, beating the all 
Continued on page 206 
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vou COULDN'T’ 


" "MOVE" 


unless 


a) 
+4 


ORE... 


fou 


~~. gave em 
(Ops away! ¢ 


Crestwoo 


poven tise? as tN 
a] 7 
LF Sormad 
Uae Auto 
Mar 
TLeCrRic Sauer 


LIFE 


j 


FROM 


: ‘19° 


RETAII 


Custom Foumed 


FULLY AUTOMATIC 


ELECTRIC BLANKETS | 


Only Northern— world's largest manufac- 
turers—can offer you the fantastic Crest- 
wood line—priced to outsell all competi- 
tion— WITHOUT DISCOUNTING—and 
still allow you your FULL PROFIT MARK-UP! 
Crestwood even has quality features not 
found in competing brands at higher 
prices. In all models, sizes and popular 
colors to retail from $19.95! Don't cut 


UL) your profits, sell Crestwood! 
® 


AVAILABLE ONLY THROUGH 
YOUR DISTRIBUTOR 


mene gp ives Py 
+ Guaranteed by 
Good Housekeeping 
<2 


“45 Aovtne wit 


NORTHERN ELECTRIC COMPANY, 5224WN 


WORLD'SLARGEST MANUFACTURER 


In Colorful 
SELF- 
SELLING, 
DISPLAY 
Storage 
Carton 


PRICED 
LOW FOR 
BIG 
VOLUME 
SALES! 
FULL PROFIT. 
MARK-UP! 


ANKETS ANDO HEAT 








NOW 
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DIRECT SHIPMENT 
MIXED CARLOADS 


St. Paul @ 














®@ Hamilton 





) NEW, FULL-LINE WAREHOUSE 


Evansville @ 


RCA WHIRLPOOL appliances flow into the 
new warehouse at Anderson, Indiana, 
from Whirlpool’s nine big manufacturing 


plants. Here, they are quickly assembled 
into mixed carloads and truckloads for 
direct shipment to dealers. Because 

of its strategic location, in the 
population center of the na- 

tion, fast service is assured. 


you CAN "POOL Ons 


‘ > § yhit 
nother be * 


H ere’ s a a 


alers ‘ 
o g t : é or at sev = 
amon eee yer charges: 


jing at 
al points 


> 


your RCA 
her advante 


ol areh 


full-line W 
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FROM FACTORY TO YOU 





AND TRUCKLOADS OF 


& Whinkpoot 


* 
* 


Combination 
W asher-Dryer 


HOME APPLIANCES 


It’s a big, new sales advantage for you! Now, you can get RCA WHIRLPOOL 
appliances direct from the factory ... any models, any quantities you 
want combined in one ear or truck. 

You save money because freight and handling costs for your distributor 
are reduced. And, ne passes these savings on to you! Also, you'll have the 
extra profit from faster turn-over possible through a better balanced, 
more complete inventory. 



















Take advantage of this additional way to place yourself a 
in a still better competitive position with today’s Ranges 
“hottest” appliance line . . . phone your | 
RCA WHIRLPOOL distributor today! =e 





Washers and Dryers | acy Ts o}) mee 
‘fC ~—» 


Room Air Conditioners 









Freezers 


Hurry...phone your 
RCA WHIRLPOOL distributor 
for complete details 


RCA WHIRLPOOL Home Appliances - 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 
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“NZ 


( Wa f Mew 


Plume & Atwood is now manufacturing 
y the Viking Heaters and Lamps! 





































the entire VIKING line of PORTABLE 
ELECTRIC HEATERS AND HEAT LAMPS! 


Yes, sir!! “Hot” in more ways than one! Here are 
portable heaters that throw a beam of heat that 
is strong, clean and instantaneous. Popular priced, and 
\ built solid, with features that can’t be duplicated at 
anywhere near the price. This is the line that 
will build volume saies for you! 





HAVANA ELECTRIC HEATER SSS 


Well-built, well designed to beam heat \.— \_ i 
in any direction. Easily carried. Heavily i he ' 
copperplated reflector. 15” high, 12%” wide : \ * 
6 ft. cord. 115 Volts, AC-DC, wt. 4 Ibs \ ™ 
Underwriters’ Approved 


No. VPH-C 1000 watts 
Suggested Retail $10.95 





eeetintt NASSAU ELECTRIC HEATER 


Conveniently small, with large heat 
beam. Popular priced and bujlt for 
durability. 1342” high, 1042” wide. 
6 ft. cord. 110-120 Volts, AC-DC 

3 Ibs. Underwriters’ Approved. 


No. VPH-A 660 watts 
Suggested Retail $8.95 


BERMUDA ELECTRIC HEATER 


Two heating methods in one: radiant heat 
and circulating warm air. 180° span of heat. 
Longlife heating elements. Hammertone 
gray finish, Underwriters’ Approved. 


No. VPH-B 1320 watts 
Suggested Retail $17.50 


~~ VERSATILE ELECTRIC 
HEAT LAMP 


For suntamps, infra-red, photo-floods, spots. 
Swings 360° horiz. and 130° vert. Wire 
guard stays cool. Spring-like clamp 

has foldaway feature. 942” x 1042” x 6”. 
Wt. 3 Ibs. 660 watts. 


‘ No. VF (without bulb) 
“— Suggested Retail $6.95 








THE ILOLUME &. 7NG a rere): MANUFACTURING COMPANY 


THOMASTON, CONNECTICUT 


Order From Your Wholesaler Today! 














TRENDS  continved) 





time record cash income of 1952. 
It is estimated so far in 1957 to 
be about 10% more than 1956 
Thus, a substantial increase in 
wheat marketings more than offset 
lower average prices; sales of live 
stock and poultry have brought 
farmers about 11% more cash this 
year than in previous years; sales 
of fruits and vegetables earned 
farmers much more than last year. 

“There’s a wider market this 
year in Canada’s farm circles sim- 
ply because they’ve got more cash 
for appliances and furnishings and 
we're going after this business,” 
said the president of a chain in 
castern Canada, commenting at the 
same time that his company was 
not using credit as bait since 
“they've got the dough, more than 
they've been able to lav their hands 
on for some veal 


4 newly organized Canadian 
Wholesale Council wants to help 
small dealers compete with large 


corporations. ‘The Council is made 
in of representative wh ¢ 
up Of rep! ntati of whok iling 
hrms and associations from various 


Lhe Council met in Ottawa and 
presented a brief to federal ofh- 


ld ecking the establishment of 
i Domest I'rade Board within 
the Department of ‘Trade and Com- 
merce so that small business may 
have someone in government to 


deal with directly. The purpose of 
uch a Board would be to help 
small firms, especially reta.l, with 
expansion program moderniza- 
tion, new equipment and refinanc- 
ing in order that they may compete 
with large corporations. Alse edu 
cational and training facilities would 
be provided and domestic economi 
studies made with a view to assist- 
ing small business in Canada. 

At the present time, the set-up 
of the Department of Trade and 
Commerce does net lend itself to 
the small businessman as most of 


their work is devoted to interna- 
tional trade. However federal ofh 
cials have expressed interest End 
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Designed and built by the same WASTE KING people who have equipped 
over 1,000,000 American homes with “The World’s Finest Garbage Disposer” 
...the all new WASTE KING Super Dishwasher-Dryer is now 

















— to» 


WASTE KING 
DISHWASHER-DRYER 


Womengineered for out of this world sales power! 


with these seven outstanding selling advantages: 


. Automatic pre-rinsing 

. Better Washing — even pots and pans 
. Spotless drying 

. Humidity-free drying 

. Largest capacity — easiest loading 

. Super-Hush quiet operation 


=~ Oat why -— 


. Interchangeable front panels — wood, 
metal or paint finish 








The complete Waste King Dish- 
washer line of 10 under-counter 
and free standing models —in 
two price ranges — is ready to go 
at your local appliance distrib- 
utor or plumbing jobber. See 
him today for the complete 


story or send the coupon below. 


ve - s 
a. m: 
— ES 
“em : 
BUILT-IN ELECTRIC AND GAS RANGES 
= 
o or 
? 
—— ‘ 
DISPOSERS DISHWASHERS INCINERATORS 
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PLUS THESE 
IMPORTANT FEATURES 


Suds Flush-Out 

Built-In Pump Drain 

Full-Width Door Pull 

Multiple Light Cycle 
Indicator 

Automatic Detergent 
Dispenser 

Plate Warmer 

Rinse-Dry injector 

Heat Booster Final Rinse 

Versatile-Contour Racks 

Waist-High Cycle 
Control Knob 


available 


4 
WASTE KING CORPORATION 
3300 E. 50th Street | 
Los Angeles 58, California | 
Gentlemen | 
Rush complete facts about the WASTE KING AUTOMATIC DISH 
WASHER and the name of my local distributor to 
NAME | 
STORE NAME 
ADORESS ! 
city STATE ; 





r-freezer pro 
arable, new 


in a Sp 
rmance that’ S 


perfo 
up sales 


stepping 


and profits! 


SED ON TV.- .AND 
IN 121 MARKETS! 





NATIONALLY ADVERTI 
IN NEWSPAPER SUPPLEMENTS 
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It’s a big, brand new, 13 cy 


° 


18 a 


104 POUND CAPACITY 
TRUE ZERO-DEGREE 


FREEZER aon 7), SF ee 7 
with 
10 CUBIC FEET of 


AUTOMATIC DEFROSTING 
REFRIGERATOR 








ds up to | Ib.! 
Id 18 eggs! * Beautiful int 
ith dish! * Advance 


erior colors 

design refrigeration System! 
5-year warranty on 

Sealed system! 


VAY YI) \f 4) 
‘All } \ 


ii} 
Lith a} .b) 
SWAN oo] 





PAGE 29 
7 

UST, 195 

L MERCHANDISING—AUG 

ELECTRICA 





clock up more sales 
with new 
Westclox electrics! 


Westclox designs 2 new 
2-way electric wall clocks 


to hang up or stand up! 


The FROLIC and the GLENDALE are handsome on 
the wall, handsome on a table, desk or shelf 
Kach features a hidden cord, and the 


Glendale’s is retractable 


Ideal Display shows one clock on FROLIC 




















wall, one on shelf one sure way No. 1285 Red 2 
to sell this hot idea fast! No. 1286 White 2 
> 7 o 
Display FREE with Assortment No, 1287 Yellow id 
: 
1610 which includes only 4 Retail $4.98 nt : 
o H 
clocks: Glendale in red and tur Deoler Cost $3.46 a 3 ‘ 
~ 
quoise, Frolic in white and yellow te , 
GLENDALE ™ 
Dealer Cost $16.10 . 
No. 1305 Red . 
Khuy two Assortment wet big No. 1306 Charcoal 3 J LOE ORY SDS x >» 4 
‘% quantity discount on 6 or No, 1307 Turquoise 
more Westclox electric clocks Retail $6.98 
Dealer Cost $30.59 Dealer Cost $4.59 


13%" wide, 16%" high 





NOW 

you can sell this 
“ladies choice” 
Westclox electric 
alarm for only $398! 
TIDE 

in a new lustrous 
Ivory finish 





se 
Plain dial, shatterproof crystal 
embossed flamingo design side 
panels, height 3’. 
No. 1244 IVORY PLAIN 
Retail $3.98 Dealer Cost $2.77 
ALSO WITH A LUMINOUS DIAL ra 


No. 1255 PINK No. 1256 YELLOW 
Retail $4.98 Dealer Cost $3.46 





NEW! A great Westclox favorite 


now in solid Mahogany, too! W ESTC LOX 


by the makers of BIG BEN 


electric alarm with lumi- Retoil $9.95 Dealer Cost $6.54 r. 
nous dial beautifully 


The Weatclox SHERATON Ne. 1096 Mahogany Luminous 


No. 1085 Fruitwood Plain — rl 
Retail $8.95 Dealer Cost $5.88 


scrolled 


5% quantity discount on 6 of more Westclox electric clocks 


Above ore suggested retail or Fair Trade prices and subject to 10% Federal Excise Tox 
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Mort Farr Says... 


Give Your Store 


a Personality 


\ TORES, like people, have personalities, char- 
S acter and reputations. Character is what 
KJ vou are and the character of your business 
is what you make it. Reputation is what people 
think you are, and the reputation of a store is 
what people think of it 

Some have great character, but do not 
acquaint the public with the fact. Other stores 
manage to i reputation without having 
Stores have that 
t reflections of the pers ibility 
management 


tores 


if hic ve 


much charactet personalities 


ire direc mality and 
of the 


HASH HOUSE OR TEA ROOM? | Buildings 


can’t smile, shake hands, seem warm and sin 
cre, or the name of a store mean “welcome” 
to anyone who has never been there or can 
the I'he laborer eating in a hash house is 
more comfortable than in a tea room Ihe 
while collar man used to country club atmos 
phere and better bars, would think twice before 
entering a tap room with dirty windows and 
blaring loud speaker Likewise, the unkempt 
ipplian tore with short-sleeved salesmen 
fails t ttract the better customers and too 
ritz in itmospher may make the working 
man f uncomfortable Being neither of 
thes xtreme put merchants with the job 
of picking the kind of bait that will attract the 
cla f trade that seems right for our stor 
ve ha ral things to consider 

Start isking yourself, ““What influences 
peopl buying decisions?” and, ““Why should 
they buy from me?’”. Every successful appli 
ance store has a philo ophy ot operation, a sort 


of creed, a pattern to attract trade te this par 


ticular stor In my own case, it has always 
been “Farr Better Service’, but of late we 
° have also had to put over the fact that, while 


we do not have the lowest 
do offer 
value and price a 


Some dealer 
ion that they 


prices in town, we 
bargains, and 


wt I] d 


ilways give 


deals and 
SETVIC( 

may want to create the impres 
do sell for less than anyone 
in town In this case they had better 
their own service department, but rather 
depend on an outside service 


( lse 
not 
h iv¢ 


gency OF Manu 


facturers’ central service to take care of the 
volume such tactics should produce. Sol Polk 
of Chicago is a fine example of a great chain 
of stores that by its advertising and promotion 
has created the impression that they sell for les 
than any store in town Actually, they get 
fair prices which are sufficiently high to allow 


grow and 
of merchandise and to pay their bills and make 


them to ell tremendous quantitic¢ 


profits. hey have created the impression that 
not only are their price low, but also that 
th i friend): place to do busine 
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PICK YOUR PATTERN. Next, ask yourself who 


you want fer customers working class or 
carriage trade. With most of us it is the middle 
class which is the biggest chunk of business 
It is 70% of the market. To attract thes 
customers, it means you must know your busi 
ness and know your customers. It means proper 
idvertising, fair treatment of customers, neat, 
clean, but not gaudy stores; a friendly atmos 
phere and a selection of the right merchandise 
it the right price 


PERSONALITY INGREDIENTS, ‘The person 


ality of a store comes from the stress on any 
one of the following: basic items, assortment of 
merchandise, special value promotions, novel 
ties or fads, general institutional activity and 
direct customer contact. Determine your ad 
vantageous characteristics and build your store 
on this personality. Then, train your personnel 
ilong the same lines, so that the 


entire organ 

ization is headed one way 
Always remember in your advertising that 
it serves three purposes: to sell your store, to 
ell the product and to bring in tomorrow’s 


customers. Many people get their ideas of you 


tore from your advertising; mind 


imilarity, 


ind bear in 
that it is in the differences, not the 
that make your store stand out 

We have five major department stores in 
Philadelphia, all selling practically the sam 
merchandise and for nearly the prices, 
but each has its own brand of personality and 
most 


Sale 


inyone could rate them in order of 


pre tige 


(HAT LAST TRANSACTION, What do people 


mean when they say they like your store? 
Ihey probably like the last contact they had 
with the store. It could have 
ment of merchandise 


assort 
It might have been the 
appeal of your most recent advertisement, but 
it probably was the last transaction they had 
with your store. People measure the efficiency 
of any store by contact with the business. Any 
employee they contact is the busine 

This brings us ‘to the subject of public or 
relations. It’s the treat 
At this I am an apprentice—there 
ire no experts. I have heard of experts in com 
munity relations, in employee relations, stock 
holder relations 
There 


bec n your 


customer way you 


customers. 


but not in customer relation 

ire no specialists, no organizations, no 
convention, no literature; yet it is always with 
us. We all work at it. Think about it; recognize 


it as vitally important. There is no fanfare 
because, basically, the subject is so simple; in 
fact, it is elementary. It’s just a matter of 


treating people the way they would like to be 
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Mort Farr, Upper Darby, Pa., appliance-TV dealer 


treated. It is a simple basic concept, but it 1s 
not easy to get 100% acceptance or action on 
even the simplest idea 


YOU AND THE CUSTOMER, What is publi 


- 


WHOSE PERSONALITY? 


relations? It is the way the boss handles a small 


customer. It’s the way a. secretary asks a 
customer to wait for the boss. It’s the way 
the girls answer the phone It's the way em 


ployees refer 


It’s the 


the Wall 


to the boss, away from the job 
a salesman greets customers, It's 
salesmen remember 
call on them in their homes, It's the 
handle credit applications, It’s the way the 
customer is notified he is past-due. It is the 
man handles the merchandise 
being delivered and the 
It's the way we tell a 
free service on a 'l'V set 
employe every day of the weck 


Wwa\ 
and 


way we 


customers 


way a delivery 


custome! property 
customer there is no 


It is every act of every 


FAMILIAR FACE. Your advertising should 
be so recognizable that if you remove you 
ignature it would still be recognized, It should 
ilways make clear why the customer should buy 


from you. It is just as important w here you bur 
is what Many 


tirel pecit good mad 
ind personality, | 


vou buy times our ads get en 
ell service 


devoted the 


{ x pe TSive 


away from 


have entire 


commercial time on an television 


how to present and compliment my service 
crew. Recently, to sell air conditioning on a 
hot Sunday night, when most stores were 
lagging a week or more with delivery and 


installation, | briefly showed an air conditioner 
but built my whole appeal on a soft-sell, low 
pressure approach by complimenting my service 
department and thanking my men for work 
ing every night the past week, and Saturday 
ind Sunday, so that all the folks who purchased 
‘ir conditioners from us were happy and en 
joying the benefits, Needless to say we got lots 
of orders for delivery the next day 


hese 
just mentioned have worked for me 
ire the Inside, 
omething which was nece 


things I have 
, but they 
behind them all, was 
ssary to keep this all 
from being obvious and phony 


externals 


I love this in 
dustry of mine and I really feel the products | 
ell are great, and that my customers get good 
value. I enjoy selling, and meeting the folks 
who support me by believing in and buying 
from me. I have problems, but they are my 
After all, it is 
and my responsibility to 
be its moving force, its guide and its director 
And the store must in turn reflect these things 


to the lend 


problems—-not my customers’ 


my place of business 


customer 
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BRAND NEW 
sales-producing 
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FREEZERS GIVE YOU THESE SALES- 
CLINCHING FEATURES... 


Join up!... it’s easier to sell RCA WHIRLPOOL than sell against it! 
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ECONOMIC CURRENTS 









Appliances Smaller Share 
of a Bigger Pie 


By the McGraw-Hill Dept. of Economics 


A! uropean observer once remarked that nothing ever hap 
i pens to American business between July 4 and Labor 
Day, since Americans are all on vacation or else too exhausted 
from weekend traffic jams to do anything decisive during the 








intervening weeks. Although this has not been entirely true, 
business activity in the summer months has generally entered 
Model 9T0 i state of doldrums from which it doesn’t emerge until fall 


Patented But for those who are not suffering from the above affliction 

























and who are concerned with how business is doing, let us take 


: 1 look at the prospects for the second half of the year ‘Th 

outlook for the balance of the year adds up to an even stronger ' 
re | Ul rat Ul b picture of total business than we have had in recent months. 
Ihe the 


pro pect for this vear point to another “best year’ 


APPLIANCE-STYLED LAUNDRY TRAY third one in succession 


withH ‘ 

HANDIFLO* A NEW RECORD IN OUTPUT. One statistic tells the 
tory. The best measure of over-all growth in the economy is 
Gross National Product—the total of all goods and services pro 
duced in the economy. For the year 1957 it is estimated that 


MEY es AND 
Gross National Product will reach $433 billion. This is an in 


Now available in modern laundry equipment colors crease of $21 billion over last year. And another record high 

— white, green, pink, yellow — Model 9TD duratub for our econom\ 

synchronizes sales-wise with new washers and dryers ° \long with this over-all growth, consumer income has also 

... duratub's a cinch to sell! With Handiflo* double been rising and will continue to rise throughout the year. Cn 
of the major reasons 1s the large number of worker some 5 


drain, duratub is ideal with suds saver or single hose 


million—covered by long-term contracts which automaticall 
automatic washers — all duratub hose connections are aaa ‘- _ , aUEO 
. : nve them a hike in pa' Unfortunately, rmsing consumer in 
permanent, cut of sight. No hose handling! Easy to in- ' that h bett ff 
omes may not mean tha msumers are much better o 
stall, duratub is ; ; f ; ays ! 
du ub is a high pront item it pays you tocarry! because pric have been moving upM ird and steadily eating 
iway the value of these incomes. lor example, the Consumer 
Price Index hit 119.6 (1947-49 100) in May. This was an 
Cholce of new appliance colors — * Stainiess trim, built-in soap dish. 
white, green, pink, yellow ll-time high and it is expected to go even higher during th 


» 3-Purpose Handidrain*, no need 
20-galion Fiberglas™ tub — won't for double tubs. 
crack, chip, stain, mar or dent 


econd half of the year 


© Top cover for additional counter 













Baked enamel finish over bonder- space, may be left in place when PRICES CANCEL INCOME GAINS. Automatic wage in 
lzed electro-galvanized steel. using tub with washer. creases have meant that manufacturers have had to raise thei 
» Large storage compartment. NOTE: Standard prices in order to meet the rising labor costs and to maintain 
. Model 9TC their profit margins. Increased labor costs plus rising costs of 
duratub avail- materials have meant that prices have risen much more this 
i 4 ‘meee 108 able in white year than in any other year since the Korean War. In fact, 
a er only. Other fea- when the increase in the cost of living is taken into account, 
= pg Rowenta per capita income, after taxes, showed no gain at all during 
ay cept Handiflo the first six months of this year. But there is a good chance 
com {tal double drain. that real per capita income will be on the uptrend in the last 
p = half of the year. 
| sues Chis does not mean, however, that consumer spending will 


awe | 
Cd 


| 
show any let-up. But it does mean that the consumer will give 


FO# su0s saver greater thought both to the type of purchase and to the amount 
TYPE AUTOMATIC 
waswens he has to pay for it. 


It is estimated that consumers will spend about $35 billion 











pooon--- . 
; Please send complete dvretub information and ; for durable goods—including appliances, radios and ‘TV this 
4 = ame eT Cieteibuter nearest me ! year. This is only a slight gain over the amount spent last year. 
r Name i d 
But consumer spending for other goods and services is ex- 
‘ Company ! | 4 5 
; Address ' pected to show a much greater increase. ‘Thus, it will be up to 
' = City Zone State ; the appliance dealer to siphon off some of the additional in- 


come which consumers will be getting but which has been 


E. L. MUSTEE AND SONS, INC. slated for other goods. 


6911 Lorain Ave. « Cleveland 2, Ohio This is especially true since sluggish appliance sales have 


deratub |s a registered trade mark, Handiflo® and Handi- Continued on page 29) 


drain® are trade marks of E. L. Mustee and Sons, Inc 
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...the big “extra” that makes RA) Whirlpool 














| electric ranges ; 
aise —-- With an RCA WHIRLPOOL any time is bar- The full line of RCA WHIRLPOOL electric 
— nie becue time it’s easy, convenient, and ranges can’t be matched for exclusive auto- 
i) good as all outdoors! The exclusive BAR- matic and convenience features . . . built- 
oes KR hh o ae ‘ vey re mole y . ia . . 
; —_— B-KEWER meat oven has " ne ie in Grid-all . . . built-in meat probe . 
2] > > ‘@ > ! ¢ ant = mei ‘ 
designed to re produce the ot or _ infinite heat speed units... thermostatic 
heat that seals in natural juices and im- 
: top-cooking controls... and many others. 
parts true barbecue flavor. And, it bar- caps : 
becues big roasts, 40-pound turkeys as well Show these big “extras” to your prospect . 
as small cuts of meat and fowl... on the ...» they'll go for RCA WHIRLPOOL electric 
automatic, constant turning rotisserie. ranges every time! 
4 its . RCA WHIRLPOOL Home Appliances 
g wien ; . . 
% : Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 





Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 
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IF YOU SELL APPLIANCES 
OR KITCHENS... 


read this 
important 
\\\ messa ge 


If you sell only appliances or only cabinets, or only sinks you are missing out on 














one of today’s .. . and tomorrow’s . . . greatest profit opportunities. Actually you 
are in the kitchen business now . . . but you are not getting all you can out of this 
booming business. The trend in kitchens is changing from free-standing units to 
built-ins ... but you can’t sell built-in appliances unless you also sell cabinets . . . 
and you can’t sell cabinets unless you also sell appliances. To take full advantage 
of this definite trend in kitchens you must be able to offer prospects the full line 
of components. There are plenty of customers now . . . the market is expanding 
every day ... there’s bigger profit because there’s better pricing and full mark-ups 
. and trade-ins are virtually non-existent. 


Don't lose half your profit potential to other dealers . . . expand your present 
- business .. . and get a bigger share of the rich, profitable, ever-growing, complete 
kitchen business. 


Here’s practical help that can put you into 

the profitable kitchen business .. . 

Realizing that selling kitchens is not just a matter of handling a few more 
items, Whirlpool Corporation has coordinated its product design, its 


training program, and its selling force so that it can give dealers the most 
comprehensive and practical assistance in the industry. Take full advan- 


tage of this new program now ... and you'll profit in the kitchen business. On 
kl 


Use of tredemerts mA ond OCA herised by trademark owner Radio Corporotion of Ame 
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® a complete 
training program 


You'll get the benefit of one 
of the most comprehensive 
and practical training pro- 
grams available in the indus- 
try today. It has been created 
to meet the special conditions, 
problems, and needs for sell- 
ing kitchens now and in the 
future. It covers every phase 
of kitchen merchandising .. . 
planning kitchens, closing 
sales, installation, advertising 
.. everything! 


and ... most important... 


You'll have the help and wholehearted support of 
people who know the kitchen business. RCA WHIRLPOOL 
distributors and kitchen specialists are experts in 
merchandising. They know how to promote and sell 
at retail. They will work with you, counsel with you, 
guide you, and assist you to get into this rich and 
growing kitchen business. 


@ new interchangeable cabinet 
fronts ... plus a complete 
line of appliances 


You'll have the very latest . . . and most 
desirable . . . wall and base cabinets . . . be- 
cause these new cabinets have interchangeable 
wooden door and drawer fronts. Your cus- 
tomers can have a choice of Limed Oak, 
Fruitwood, Pink, Yellow or White to mix or 
match... or change as they desire. And, you'll 
find that these cabinets solve many inventory 
and installation problems for you, too. 


You'll sell one of America’s great . . . and 
most-wanted . . . appliance lines. You'll have 
every appliance needed for the most modern 
kitchen . . . refrigerators, freezers, and an ice 
maker . . . free-standing and built-in ranges, 
and an electronic oven . . . dishwashers, food 
waste disposers, and sinks. . . air conditioners 
and dehumidifiers . . . automatic washers and 
dryers, and a washer-dryer combination . . . 
all design-coordinated to simplify kitchen 
planning and to speed kitchen selling. 





@ a complete 
selling plan 


You'll have new, tested and proved selling 
helps . . . a full color prospect presentation 
with pull-outs to dramatize ‘‘before’’ and 
“after” kitchen treatments ... a color 
coordinator with the four basic types of 
kitchens shown in interchangeable colors 
... athree dimensional kitchen planner .. . 
a perspective drawing kit with special tem- 
plates for easy sketching . . . a beautiful 
kitchen idea and planning booklet 

and a prospect-pulling complete kitchen 
display program. 


act now... you can’t 
afford to delay! 


You can get the jump on competition if you act 
now. The sooner you take advantage of this new 
RCA WHIRLPOOL Kitchen Selling Plar. the sooner 
you'll be able to expand your present business... and 
make bigger profits in the booming kitchen business. 


Call your distributor right away and get all the details on the new 


A) Whinkpoot. 





KITCHEN SELLING PLAN 


RCA WHIRLPOOL Home Appliances 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 
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Another unbeatable 


Kam-Kap value! 
—— 


The Newest 
KAM-KAP 


PORTABLE Electric 
Steam RADIATOR 


34 


Excellent Profit Margin, too! 


MODEL #815 
8 Section Unit 


& Section Unit Fair Trade* 
Water Capacity quarts , : 
1000 Watts: 3,400 BTU Retail Price 


Dimensions: 20% «19° x9" 


Shipping Weight /% Ibs ONLY 


AC may be operated on 
OC without thermostat 





COMFORTABLE, CLEAN, SAFE, HEALTHFUL, 
HUMIDIFIED HEAT. . . anywhere, anytime! 


@ HEATS FASTER @ GREATER HEATING CAPACITY 
@® NO REPAIR PROBLEM Easily replaceable 


Chromalox element permits inexpensive replacement 
@ SAFE No exposed wires 
@ DRAFT FREE No hot blasts and cool spots 


@ AUTOMATIC Once wall thermostat is set, selected 
temperature is maintained 


® Neutral color to blend with any decor 


@ UNCONDITIONALLY GUARANTEED for 
ONE FULL YEAR against all manufacturing defects 


Also Available, MODEL #1015—10 Section Unit. Water Capacity: 3 quarts—1,500 
Watts: 5,100 BTU. Dimensions: 2544" x 19” x 9”. Shipping Weight: 44% Ibs. AC 
may be operated on DC without Thermostat. Fair Trade * Retail Price Only... 38.98 





ECONOMIC CURRENTS 






(continued) 


held down production schedules so far this year. Production in 
the first half of the year has not been as good as was expected 
earlier. For example, production of washers and ranges have 
been off about one-fourth from last year’s totals for the first 
half of the year Output of vacuum cleaners is down 3%. Even 
the big growth appliances—dishwashers, air conditioners and 
freezers—are not showing very much growth. One reason has 
been the increase in the cost of living, mentioned earlier 


DON’T LOOK FOR RECORD SALES. But an improve 
ment in real per capita income could result in some pick-up 
in appliance sales and production, especially since inventories 
of appliances currently are not too heavy. But it now seems 
clear that appliance output will run about 10% below a veat 
iyo 

\nother reason for lagging appliance sales and production 

that the number of new homes being built is down sub 
tantially from a year ago. So far in 1957 the annual rate of 
new houses started has been running about 950,000 unit 
last year there were |.1 million new house tarted. It seem 
doubtful that there will be any significant change in the rate 


if housing compl tions this year 

Radio and television set production was also off substantial 

the first six months of this year \ expected output ot 
idios 1s holding up a lot better than television production 
Rad ufput wa under the first half of 195¢ vhil 
tcl nm set p duction wa ibout below the 195¢ 
ite 1] inventors f ‘TN ts h been worked d 

| iageable level but demand ha t en he On! 

t 1st tf small portable ‘I'V sets ha i ictivity in 
p lhe indust probably turn out a total of | 
| t | d tl j vit 1 yea 

PHINGS TO WATCH. ‘Thus, although the : ll pi 

unazingh table prosperity ihead, there are cro 
nts which will bear watching, not only in the apphanc 

held but also in housing, the auto industi ind the textil 
mdustt Declines in these areas have been more than offset 
by government and consumer spending and by busine spend 
ing on new plant and cquipment. And the prospects are for 
1 pick-up in these industries during the last half of the 
Cal End 














SET-IT-AND-FORGET-IT OPERATION 
Hangs on any wall. No installation needed 
MODEL #875 Fair Trade* Retail Price Only 9.98 


L <y Automatic WALL THERMOSTAT 
* : 








Not too early to order Now! 


A Product of Kam-K AP Inc. 


1107 BROADWAY, NEW YORK 10, N. Y. 


* Registered in oll states where such legislation is valid 
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JUST LISTEN TO THOSE PEAR-SHAPED TONES 
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Admiral. 
PHONOGRAPHS 
RADIOS—HIGH 
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CUSTOM CLOCK RADIO wakes you to music with 
our favorite programs. Fasy-to-read clock dial 
tubes incl. rectifier. Alnico 5 speaker. Built 


in Ferrite antenna. Powerful superheterod yne 


circuit. In Dover Whit 163), Powder Pink 
and Whit 64 Tango Red and Whit« 6 
and Turquoise and Whit 68 ) high 


11 wide ) deep 


~ 


me \ 
; 


—_ 





DELUXE CLOCK RADIO combines fun and con 
enence furns radio and appliance on and 
ff Nake you to musi Kuilt-in Ferrite an 

tenna tube rectifier. Powerful Alnic« 


incl 


peaker. Model 1 Powder Pink and Whit« 


Al Nassau Green and Whit + Azur 
Gray and White (289). 5 hig! wie 
leep 
~ al 
aap 4 ° 


teh 
ibaa ttchentthine (~ 





Admiral {m-am table radio 


g pleasure! Enjoy static-free FM with 
its natural tone and hour of uninterrupted music plus 
owerful, long distance superheterodyne AM radio. 7 tubes 
including rectifier. Powerful 4” x 6” Alnico 

fine fidelit Slide rule dial for fine, accurate tuning. In 
blonde oak 1) ind Sierra (304) grained finishes. 8% 


h, 1 ; wide, 8! deep 


Double yur listenir 


speaker for 














Admiral 4-speed plug-in record changer 


Play oul favorite records through our Admiral radio 
Just plug it in the handy phono jack, use your radio's fine 
ound system for perfect record reproduction. Play all 
peeds including 1644 rpm. Has constant speed motor 
weighted turntable, twin lever ceramic pick-up cartridge 
eparate LP and 78 needle 15 r.p.m. spindle optional. In 
with Golden trim (RC636K) or Metallic 
Gray finish (RC626B Available without base for replacing 


record changers in console radios 


beige ind Coral 





Admiral automatic radio-phonograph 


Powerful superhet AM radio 


Iwo way listening pleasure! 


Admiral 4-speed phonograph. Matching record storage 


base optiona \inico peaker for lear, balanced sound 
tomati hanger pla ill speeds including 1644 r.p.m 
Intermixe record ime peed. Hea balanced turntable 
Hea dut ( tant speed motor. Featherweight tone 
LP and Srp. needle Mahogan finist 


RP4 6 high, 16 wide, 17 leep 


Admiral automatic portable phonograph 


Admiral 4-speed portable phonograph in stainproof, scuff 
resistant Pyroxylin covered luggage type wood case Vlay 


all ead 


| including 16 ;rpm Fully automatic. Intermixe 


10° and 12” records of same speed. Heavy, balanced turn 
table with rubber mat to cushion records, prevent slippage 
bal ed featherweight tone arm, separate LP and 74 r.pm 
eedies. In Starlight Black (331 Carnival Red and Gray 
and Caori Blue and White (33 + high, 15 


wide, 16 deep 










THE CAVALIER. 4 


peed record changer 
watt high fidelity AC 


with powerful 
dependable 31% 


THE BEL-AIR. A world of beautiful sound at 
amplifier. Giant 8” woofe: tips. A truly fine hi-fis 
Separate bass and treble con amplifier, 3 speaker system with 8” woofer, 4” mid 
trols plu control. Smart luggage type case range, 314” tweeter. Vented sound chamber and front 
with handle in Roman Gold and Black (341), Calypso mounted speakers for room filling sound. In genuine 
lan and White (347) Pyroxylin cover Gif h mahogany (362). blonde (363) and Sierra 
174%,” w., 20” d (364). 25 h., 21 19%" d 


your finger 
tweeter 


tem with powerful 8-watt AC 
loudmne 


veneer;rs 


Admiral high fidelity 


to gratify your taste in cabinetry and performance 








THE CARLYLE. 20-watt AC amplifier, 12° wooler, 5°, THE BARCLAY. Hi fidelit 
ind 4” midrange, and 31%" tweeter. 4 


peed record record changer, giant 12 woofer 
plaver separate ba treble 


loudness” con Fletcher-Munson “loudness 
trol. In Grained Maho and Blonde Oak ind treble controls. li 
(3835) 


(384). 30” h Blonde Oak (373) veneer 1034” h., 3144” w., | | 
as above plus &-tube rHE KENSINGTON 
drift-free FM-AM radio. In Mahogany (402) and AM tuner 


vatt AC amplifier, superb FM 
} “wine cabinet a ite 
Blonde (403) grained finishes and Genuine Sierra Mahogar 
Veneers (404) 


y 8-watt AC amplifier. 4-speed 


tweeter 
control separate bass 


enuine Mahogany (3 


control 
gany (382) 
finishes and Sierra Veneer 


ind 
4° w 16” d. THE ESSEX. Same 


ve In genuine 
ind Blonde Oak (393) Veneer 
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« a . 
$8 2 & wan 
“om “*- & 
& 
THE IMPERIAL nsurpassed craftsmanship and modern styling in a fine furniture 
t Powerful 30-watt AC amplifier tem. &-tube static free FM and 
rheterodyne AM radu High fidelity 4-speed phonograph 
tem with 1 vootle! tweeter, 8” and Ws mid-range 
tape recorder, extra speaker or TY genuine Mahogan 
ind Sierra (414) veneer i! w., 18” d t A 
f 
. 
. 
° 
sd 
+ 
oa 
. 











Admiral eight transistor portable 


to 1200 hours on 12 volt power from eight ordinar 
itterie liny transistors replace tubs never 
nut KotoScope antenna. All-metal ise 
eatherette covering bonderized torether for 
deep, 4 high, 9 Wie make 
comfortable handle and light weight 


make it a delight to carry 


Admiral super deluxe 3-way portable 


\ thrilling ymmbination for beaut tvle ind performance 


Kustproof metal case reinforced with rigid wrap-around 
1 Crrained leatherette cover i wull- proof tain- proof 
md washable Unbreakable plastic handle with ignal 
NotoScope Antenna molded to fit your hand nat 

Jewel Case front panel in brushed aluminum with 

odized grille Weight with batter approx, 6! 


high, LOAM” wide ; deep 





Admiral s\imline six transistor portable 


ibes to wear out or replace! Uses six dynamic tran 
tors that never burn out require 1/10 the power of 
egular tube Kight ordinary flashlight batteries. available 
erywhere, play up to 1200 hours. “RotoScope Antenna 
eater ignal-pulling power. Slimline design (2! 
with all-metal case plus rugged leatherette covering 
it (with batteries) 5 Ibs 


Admiral seven transistor pocket radio 


hrill to the Beauty, the Power, the Performance of this 
mightl even transistor radio. Enjoy clear strong reception 
even in remote areas. Smartly styled non-breakable plastic 

ise has plug-in jack for (optional) earphone attachment 
Printed Circuit” chassis insures life-long operation free 
from faulty connection short circuits. Plays up to 400 
hours on one set of batteries. Beautiful clear-through colors 


enhanced by lustrous golden trim 


Printed in U.S.A 








DEALERS, 
I've got 
exciting 
news 
for you! 

























It’s news about a brand-new, completely different line of electric alarms 
and kitchen wall clocks that Ingraham’s about to introduce. They're 
only days away and, believe me, you've never seen anything like them. 
They're new clear through because we developed a way to untie the 
designer’s hands. Drawing on our 30-million motor experience, we 
came up with the super-silent Ingraham Synchro-dyne motor a 
motor so compact it permits case styling that never was possible before 
Phe dealers who have had a preview exclaim at the fresh new trim-line 
styling of these clocks and say that they're sure to set a new high in 
Sales appeal 

So wait before you order your Fall stock wait to see the Ingrahani 
line. It’s color-complete, style-complete, and priced to sell on sight. ['m 
sure you'll agree when you see the line that it’s just what the public 
wants. You can count on us to back you up with all the selling aids 


you need: colorful display assortments, window streamers, mobiles, 





newspaper mats, etc. 


Sincerely, 


‘ y, ¢ ) P 
4 
Y (7 
sat Ox, lar 
te, Ed Taylor 
aa y 
Coan Vice President 
_ The Ingraham Company 
2, 
x? Bristol, Conn. 
¥ 
P.S. The prices of these clocks are right — to sell on sight 
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NO SPACE-WASTING COILS ON THIS REFRIGERATOR! It can be built 
in or flush-mounted without expensive louvered cabinets. Forced-air 
condenser at bottom eliminates back coils-—‘‘The fastest selling 
feature in refrigerator design says a leading Chicago dealer. 
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G.E."S EXTRA-LONG-LIFE FAN MOTOR has ple ntiful supply of oil in 
this oversize reservoir. “Sealed-in” recirculating oil system continually 
bathes the bearing tn cool filtered oil for a lifetime of dependable 


ervice-free operation —a motor that never needs reoiling 


SPECIALTY MOTOR DEPARTMENT 


GENERAL @@ ELECTRIC 


NEW “‘FLAT-BACK”’ REFRIGERATORS 
CAN BE MOUNTED FLUSH AGAINST 
WALL TO GIVE “BUILT-IN’’ LOOK! 


A maintenance-free, EXTRA-LONG-LIFE fan motor devel 
oped by General Electric has made possible the design of a 
refrigerator with no coils on the back! A refrigerator that sells 
faster because it fits snugly against the wall and looks like a 
built-in unit! A refrigerator that can actually be built into the 
wall without costly provision for ventilation! 


YOU CAN SELL ‘‘FLAT-BACK’’ UNITS WITH CONFIDENCE when 

they’re equipped with the extra-long-life G-E fan motor, be 

cause: 

e This G-E motor is built to !ast the life of the refrigerator—its 
estimated life is three times that of former designs. 


e This G-E motor never needs re-oiling —‘sealed-in,’’ recir 
culated, cooled and filtered, this oil supply——3 times greater 
than former designs—is a special type developed for EXTRA 
LONG LIFE. 

e Keeps refrigeration at top efficiency, even on hottest days. 

e In addition, the motor runs so quietly you can’t even hear it. 

THIS NEW, IMPROVED DESIGN will help you make more refrig 

erator sales. Home owners want the newest—they want the 

‘built-in’? look. So ask your manufacturers to supply you with 

refrigerators with fan-cooled coils. But insist on the new G-E 

long-life fan motor available to all appliance manufacturers! 

General Electric Company, Section 632-8, Schenectady 5, N.Y. 
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“Stor-mor”" Food F 
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freezers 
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“DULUX” ENAMEL 


Better Things for Better Living .. . through Chemistry 


America’s leading 


ne. 














home-appliance finish 
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DULUX meets the exacting requirements 


of today’s topflight manufacturers 


LEADING APPLIANCE MANUFACTURERS know that durable 
Du Pont DULUX is a finish of consistent quality. Every ship- 
ment of this fine finish meets the same rigid specifications. And 
that’s just one of the important cost-cutting, sales-winning ad- 
vantages that DULUX offers. 

Constant research by Du Pont chemists has resulted in a 
finish that gives more rugged resistance to chipping, cracking, 
scratching and staining. Application costs are lower, too—with- 
out sacrifice of quality appearance and dependable performance. 

DLLUN keeps its flawless ippearance alter years ol con- 
stant use in the home. [ts easy cleanability, resistance to wear 
and long-lasting whiteness help build the continued customer 
satisfaction so vital to the success of any appliance line. No 


wonder so many of today’s topflight appliance manufacturers use 


Du Pont DULUX Finishes. 


E.1. du Pont de Nemours & Co. (Inc.), Finishes Div., Wilmington 98, Del. 
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TOMORROW'S 
APPLIANCES 
... what will 


their control 
problems be? 












Homes of tomorrow may use washer- 
dryer-ironer combinations like this, 
Their success will undoubtedly hinge 
on many new automatic features. In 
the control of liquids, Dole Valves 
made practical many automatic opera- 
tions that were thought impossible in 
today’s appliances, Their contribu- 
tions to future advances will be equal- 


DOLE assistance by taperent Peane fee con dot 
helped make 
these products better 









































AUTOMATIC AUTOMATIC DISHWASHERS 

HOME WASHING MACHINES Dole Single Solenoid Shut-off Valves turn This Dole Single Solenoid Shut-off’ Valve 
Dole Water Control Units were de veloped water on and off and control proper flow with built-in blow Control eliminate TT 
for the first automatic washing machines rates for washing and rinsing. Incorporated ing and controls the flow of drinkin iter 
to turn water on and off, control rate of in this valve is the Dole Flow Control, Dol regardle of iriations in the line pre 
flow and mix water to desired temperature Dispen ers are also used in automatic dish ure Dhis ine pretinive olution to an old 
Dole Di penser are also being used to washers to store and automatically di pores problem i another ¢ sinipole of the engi 
tore and automatically dispense fabrie con water conditioners at the proper time in neering ability and manufacturing faciliti 
ditioner materials at a predetermined time the cycle available to help you with your problem 


Contro/ with 


If your products or projects involve problems of 
fluid control—-flow rate, mixing, temperature control, 


shut-off, dispensing—Dole Valves may provide the 





practical solution you are after. Too, the simplicity and 


Additional information about these or other Dole 


Solenoid Operated Valves may be obtained by writing 


THE DOLE VALVE COMPANY 


6201 Oakton Street * Morton Grove, Illinois 
(ch yo S ) 


lasting dependability of these valves mean finer prod- 


ucts, greater customer satisfaction. 


+ 
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LANVIN | 


omep 


° . oO ° . | 
A purse-size bottle of MY SIN Lanvin Perfume I 
An introductory offer vo your customers for just coming in to 
see Sylvania Slimline and a demonstration of Sylvania HaloLight. 





\ For full details, call your Sylvania Distributor today  ‘; 
| . : 

ii Sylvania will bring consumer traffic into your store with an all-out 
I national advertising effort on the amazing MY SIN LANVIN Promotion. i) 


LIFE- POST: NETWORK TV: STORE DISPLAYS: DIRECT MAIL ba 
' LOCAL ADVERTISING , 
\\. Join forces with the leader in TV today 


Vi, 
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T he Shania ( Californian 
MCDEL 21 P101 


LASILY THE HOTTEST SE7 lV 7V 70 DAY. yf 


Slimline Styling...only 13%"deep 
Powerful S-110 Chassis...for greater fringe performance 


Grow today with 
_SYL \ AN [A’ TVs fastest moving line 
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STUDEBAKER TRANSTARS 


widest horsepower choice in 1/2-2 ton trucks 





[ Hand-pick your performance in brawny V8s go all the way to 192 


6 WAYS BETTER THAN the 100-hp spread between hp—premium engine features 


, ates . standard on Heavy-Duty V8, 
THE NEXT BEST TRUCK! ~egeancnind —" aan optional on other V8; 4-barrel car- 
igges 


buretor option, toc. V8 or Six, each 


and 
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cargo arena model for model 


high payload-to-weight design 


w 


Greater comfort designed -for-driv 
ing cab, enclosed safety doorstep, 


safety dash pad 


= 


Easier control cross link variable 
ratio steering, better braking for 


safer, faster runs 


a 


Smoother ride -(wo-stage springs, 


hydraulic shock absorbers stand 


ird equipment on light-duty models 


o 


Better deal from break-in to trade 


in, starting with low, low prices! 


LET YOUR STUDEBAKER DEALER 
PROVE iT TO YOU NOW! 











Super-saving Sixes start at 92 hp; 


WY 
WI 


f Satter connse—Sens th few anes Eight Transtar power-and-per of 80 Transtar models gives you 
ating costs, easy maintenance add formance choices cover every famous Studebaker dependability 
up to more profit per mil trucking job from multi-stop deliv and mile-by-mile operating thrift 

2 Better payloads —trucking’s biggest ery to cross-country hauling! that pay off in more runs per month, 


mcre profit per run! 


"57 TRANSTAR 2-TON HD 3E40 


Handsome new Transtar line brings new 
heavy-duty “‘muscle’’ to the 2-ton field. 
Up to 19,000 Ibs. GVW, 35,000 lbs. GCW 
New Torque Star 289 V8 with premium 
heavy-duty features. Four wheelbases, 
131”-195"; HD 4-speed transmission, 
15,000 Ib. rear axle, 6-stud HD wheels 
Six ways better than the next best truck! 


tudebaker-Packard 


CORPORATION 





vere pride of Workmanship comes first! 
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Dormeyer is First Again! 


WITH THE ONLY 


5-Year Guarantee on _ Tools 










WALANIAIA 


The Dormeyer Golden Crown Guarantee... against defective workmanship oi 
material for a period of five years on any one of these great Dormeyer Power Tools! 


Dormeyer "" Drill om Dormeyer '2"’ Drill 


Model 5-2202 5 Model 5-5201 Dormeyer Sabre Saw 


Mode! 5-8000 





See your Dormeyer salesman 


i get the complete facts now. Cash 


é in on this powerful sales tool 
~ , 
Ss You can sell Dormeyer with 
4 
guaranteed confidence f 


- hec AUSC 











your customer can use Dor 


meyer with guaranteed confi 





dence, 


Dormeyer Orbital Sander 
Model 5-4100 


Model 5- 7200 
Power Tool Division 
Chicago 10, Illinois 
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Now! /! keys to big sales with 


They'll help you open the door to a bigger share of the automatic blanket 
business... the business that has DOUBLED in size in the past 2 years! 








ALL-NEW AZ BLANKET MODEL 


New control . . . new colors . . . new binding! 


ALL-NEW PACKAGE DESIGN 


Easy to display . . . easy to ship. . . ideal for gifts 


ad 





LOW, LOW PRICES! 


k 
Al Models start at $9499 

* 
A2 Models start at oli. 


*Manufacturer’s recor ided retail or Fair Trade price 
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GENERAL ELECTRIC BLANKETS 


ALL-NEW FLOOR STAND DISPLAYS FOR ALL YOUR GENERAL ELECTRIC BLANKETS 











New! Space Saver Display 
68 inches high, 27 inches wide, 18 inches deep 


Full-color header—mounted swatches « Displays 
3 blankets—stores4 + Takes up less than 3% 
square feet of floor space « Portable—folds flat 
weighs only 12 pounds 


dade Ay. 
live Tai 


New! Jr. Sleep Shop 


62 inches high, 27 inches wide, 27 inches deep 


Solid, natural birch «+ Illuminated header—full 
color « Displays 3 blankets—stores 5 « Has elec- 
trical outlet for demonstration « Rolls on wheels 
¢ Use as wall or island display 


“ 
ai 
postr f 


Ledhuwerst> 





New! De Luxe Sleep Shop 


62 inches high, 51 inches wide, 33 inches deep 


Solid natural birch « Illuminated header on both 
sides « Displays 12 blankets — complete color 
range « Swatches and bindings on both sides « 
Built-in electrical outlet « Rolls on wheels 


ALL-NEW TRAFFIC STOPPER WINDOW DISPLAY 


o- 
pat 
fi 





Oy 


4 


3 gurom aril 
BLANKETS 
row pees 10 conten? 


ed 


ass 














New! “Sleep Happy” Indian display . . . Stops customers outside 
brings them in « Fits in window 8 feet to 14 feet wide « Use for counter 
display, too « Kit contains simulated 3-D teree and colorful centerpiece 
two side displays with easels to hold General Electric Blanket cartons. All 
in full color 


ALL-NEW, ALL-OUT 
ADVERTISING PROGRAM 


On Television “Cheyenne,” today’s top- 
) ranking adult western reaches 30 million viewers 
\ every broadcast on ABC-TV 
\ In National Magazines full-page, full- 
; color ads in McCall's, Good Housekeeping, Better 
Homes & Gardens, National Geographic, Sunset 





and Bride's Magazine. Also featured in special 
four-color Christn.as advertising in Life, Look, Saturday 
Evening Post, This Week, Parade, Family Weekly, Better 
Homes & Gardens, House Beautiful, House & Garden, Esquire, 
Holiday, Better Homes & Gardens Ideas Annual 


PLUS KEY LOCAL SUPPORT see your local General 
Electric distributor for the big blanket program for 1957 
Automatic Blanket and Fan Department, General Electric 
Company, Bridgeport 2, Connecticut 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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A MESSAGE TO AMERICAN 


INDUSTRY * ONE OF A SERIES 


Is Industry Creating 


A New Breed of “ 


THE STARTING SALARIES offered to this 
years June graduates give the Impression that 
industry is creating a new breed of “bonus 
babies.” This is the term baseball fans apply to 
sturdy youngsters whose talent for hitting and 
throwing gets them payments of up to $100,000 
and other benefits for signing a contract. 

hor several years industry's demand lo! 
young college graduates, especially in science 
aad enpinecring, ha s outrun the number recely 
ing degrees. Competition for these young people 
has steadily pushed up the starting salaries and 
has induced many companies to indulge in lav- 
ish recruiting programs. This year engineering 
graduates are being offered well over $400 a 
month, and even liberal arts graduates find 
numerous offers at $400 or more. Only ten 
years ago the salaries offered senior engineer- 
ing students averaged less than $250 a month. 

But any employer who assumes that 
high starting salaries alone will assure him 
the number of June graduates he wants 
is likely to be disappointed. A recent study 
by the MeGraw-Hill Classified Advertising Di- 
vision shows that most young engineers and 
scientists going into industry are more inter- 
ested in thei opportunities and ina company 8 
future than they are in the size of their first 


pays hes k 


Money Isn't Everything 


In the MeGraw-Hill survey. 2.596 recently- 


hired engineers and scientists employed in 57 


onus Babies’? 


companies listed the factors they had consid- 
ered before accepting a position. The replies of 
the younger engineers and scientists—those with 
less than five years’ experience — have great 
significance for employers who want to make 
any impression in the highly competitive mar- 


ket for college graduates. 


® Potential growth of the company was 
listed by more young engineers and scientists 
than any of the 42 other items on the list as a 
factor that influenced greatly their decision in 
accepting a position. 

® Challenging opportunity was second. 


® The company’s prestige and reputa- 
tion ranked third. 





Average Monthly Starting Salary 3 
: : 33 
Offered Engineering Graduates 3, 
1 7 
$ 345 361 
$ 325 
$ 305 
$ 
$ 3 61 abo — 
| i 
4) ‘48 48 SO ST S253 5455 'SB ST 
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@ Progressive research and develop- 
ment program was fourth. 


@ Starting salary ranked only seventh. 


Job and Future Most Important 
As a group, the factors relating to the 
nature of the job, its future and the com- 
pany’s future had by far the greatest influ- 
ence in attracting young engineers and 
scientists to their present positions. These 
include three of the top four attractions—poten- 
tial growth of the company, a challenging op- 
portunity and a progressive research and de- 
velopment program. Other factors in this group 
are the company’s facilities, quick advancement, 
self-direction or little supervision, chance to 
work in a certain field, small size of company 
and rewards for individual accomplishment. 
The second most important group of at- 
tractions had to do with prestige. These 
include the company’s prestige and reputation, 
executive or professional standing and associa- 
tion with leading men in the field. Third in im- 
portance were financial considerations 
starting salary, regular salary increases, finance 
ing of relocation, paid vacations and holidays. 
A less important group of factors influ- 
encing young scientists and engineers 
were essentially social. Geographic location 
and educational facilities in vicinity ranked 
fairly high. But recreational facilities, suburban 
or country living, pleasant housing and cultural 


considerations had little appeal. 


Ranking lowest, by a good margin, were 
factors having to do with security —perma- 
nent position; health, life and surgical insur- 
ance; retirement or pension plan; and sick leave. 

It is interesting to note that some of the 
factors which influenced the smallest percen- 
tage of young engineers and scientists were 
country club memberships, use of company car, 
at-cost or low-cost eating place, travel opportu 
nities abroad and being able to buy the com- 


pany s products at a discount. 


A Lesson For Employers 


The lesson of this survey to employers who 





What Factors Influence the Job Selections of 
Young Engineers and Scientists? 


Percent 

Factors Influencing Decision Greatly Listing Factor 
Potential growth of company 55% 
Challenging opportunity 53 
Company's prestige, reputation 44 
Progressive research and development program 41 
Geographic location 17 
Permanent position 35 
Starting salary i4 
Educational facilities in vicinity 13 
Regular salary increases $1 
Chance to work on specific project 

or in certain field 27 
Company's facilities (laboratories 

technical libraries, etc.) 25 
Tuition for graduate study 25 


Based on replies by recently-hired engineers and scientists with 
less than five years’ experience to questionnaire distributed by 
McGraw-Hill Classified Advertising Division. 





hope to recruit more young engineers and sci- 
entists is clear, High salaries and other financial 
appeals are important. But, at a time when 
high starting salaries are offered in abun- 
dance, our young £ “aduates are interested 
even more in being with companies that 
will grow and in jobs that will permit them 
to grow. They are interested in jobs that 
offer opportunities for advancement, fi- 
nancially and professionally. 


+ * 4 


Were the young scientists and engineers who 
participated in the survey trying to impress 
somebody with their motives? If so, it could only 
have been to impress themselves, for all were 


asked to return their questionnaires unsigned. 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nation-wide developments, Per 
mission is freely extended to neu spapers, 
groups or individuals to quote or reprint all 
or parts of the text, 


AeuatA OnMGverm— 


PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, INC, 
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Most exciting in what’s NEW! f{ | 











Arvin = 


4 transistor sets that 
top the latest trend 


raews e7o" 





TWO POCKET-SIZE POWERHOUSES for hands-free, care- 
free listening. Each weighs leas than a pound. Thumb- 
knob tuning. Automatic volume control. One long-life 
9-volt battery. Pocket clip doubles as easel support. Ear- 
phone accessory extra, Unbreakable plastic cabinet. Model 
9577 (left) 6 transistors, choice of ebony, Siamese pink or 
off-white, with gold trim, $54.95* Model 8576 (right) 
5 transistors, choice of black or turquoise, $44.95* 








6 lifetime transistors 
in a lifetime case 





Combines greater durability and beauty than were ever 
possible before. Handsomely colored and textured vinyl 
is laminated for life to lightweight, shatter-proof alumi- 
num. Stays fresh, unmarred, unscarred, through years 
of use. 6 transistors. Printed wiring. Off-white or tan 
with gold trim. Model 9574, $59.95* 




















it 
: 





=— — 
=======>= 
7 TRANSISTORS FOR MAXIMUM SENSITIVITY === === » 
— eS 
Serves as table model or portable, with re- = ====S===S= 
versible flip-switch dial. Printed wiring ead 
? ' - - © » 3 t ; 
or pat ad > : — 4 a ny NEW! Arvinyl-ou-alumi- NEW! Fresh appeal for eye NEW! Quality throughout. 
tan OF DFOWN Bigator. UF CONSSFVative Ong! num case of mar-proof gray and ear! Luggage-type Lifetime Arviny! cabinet in 
neers say batteries will last at least a year tweed plastic over unbreak- cabinet with leatherette red or turquoise leather- 
‘in normal use but a dealer recently oper- able aluminum. Magne- cover in green or light tan ette, with gold trim. Mag- 
ated this radio non-stop for 2380 hours! tenna in handle. Tops in Shoulder-strap included netenna in handle. Model 
Model 9562, $79.95* style. Model 8571, $31.95* Model 8572, $39.95" 8573, $34.95" 
* Portables priced less batteries; all prices suggested retail Zone 1. 
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.-» Strongest in what SELLS! 





e Customers flock to clock models by Arvin! 


5 TUBES INCLUDING RECTIFIER — PRINTED WIRING — AUTOMATIC VOLUME CONTROL 











NEW! Panoramic, easy-to-read clock Superbly styled and engineered. Slum- NEW! Refreshing, arresting modern NEW! Budget-priced leader in beauty, 
face. Slide-rule tuning. Slumber switch. ber switch. 1100-watt appliance outlet. design. 1100-watt appliance outlet, ac- reljability. 660-watt appliance outlet. 
1100-watt appliance outlet. Ivory or Slide-rule tuning. Pink or Nile green. curate clock timer. Flame or charcoal. Ivory or willow green. A whale of a 
flame. Model 5578, $44.95° Model 5561. $39.95° Model 5572, $34.95° value! Model 5571, $29.95" 


e Sales thrive on Arvin table models 
5 TUBES INCLUDING RECTIFIER — PRINTED WIRING -— VELVET VOICE TONE 





Strikingly original design, with 2-tone NEW! Fresh, bright beauty in the finest NEW! Arvin's exclusive styling and ad- Superb in quality and looks, compactly : 
grille cloth, fanciful knobs. Illuminated modern trend of radio styling. Choice vanced engineering at very moderate proportioned, and remarkably low 
slide-rule dial. Colors: ivory or charcoal. of two smart colors: flame or turquoise. cost. Choice of ivory or willow green. priced. Handsome polished ebony cabi- 
Model 2564, $29.95* Model 2573, $24.95" Model 2572, $21.95* net, Model 950T, $19.95" 


¢Peak-value twin speakerradios ¢8-tube AM/FM model << alte 
Arvin National 





TWO 5-INCH SPEAKERS — PRINTED WIRING — PHONOJACK TWO SEPARATE ANTENNAS ae 
Advertising. 
Millions of messages in big 
circulation magazine 
with the full power of full 
color—will send pre-sold 
customers your way all 
through the fall and winter 
of ’57. Ask your distributor 
about Arvin’s great new 
; ; : : : : ; ; merchandising helps: flasher 
6 tubes including rectifier. Illuminated 5 tubes including rectifier. Illuminated Perfect FM tone, plus AM, in an ultra- ; “pD,. q ‘ 
slide-rule dial. Full-range tone control mercury-type treble-bass indicator and powerful straight AC receiver, Illumi- Gisplay Back-to-School 
with visual indicator. Ivory or fawn. slide-rule dial. Turquoise blue or ivory. nated dial, Ivory or willow green. promotion, Christmas ‘win 
Model 3561, $39.95* Model 956T, $34.95* Model 780TFM, $6°.95* 


dow trim, envelope enclo 
sures and newspaper mats in 


Electronics and Appliances Division two -sizes on all model 


Arvin INDUSTRIES, inc., COLUMBUS, INDIANA 


Arvin also manufactures Arvin Portable Electric Heaters, Fans, Lectric Cook, Car Heaters, 
All-Metal Ironing Tables, Outdoor Furniture and ““Charky’’ Outdoor Grills. 


*All prices suggested retail for Zone 1. 
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... air-conditioner sales program 


would have failed without it” 


says WILLIAM L. ROBERTS, President, 
W. L. Roberts, Inc., Memphis, Tenn., 















distributor of Amana and other leading lines. 


ComMMERCIAL Crepir make it po ible for us to do a 
yreat deal more busine with a limited capital invest 
ment. Were sure our pre-season all conditioner sales 
program would have failed without it. We've found 
Commercial Crepir PLAN to be more flexible and easier 
lo sel up Phere less red Lape, faster payment ind 
better understanding of dealer and distributor problems. 
Qur salesmen sell hard on the automatic insurance fea 


ture ( pecially important in the rural areas we 


Commercial Credit dealers 
are successful dealers 











Write or call our nearest office for complete 
information on the benefits of COMMERCIAI 


Why not do it today? 





Crepir PLAN. 










ervice offered through subsidiaries of the 


Commercial Credit Company, Baltimore Capita 






and Surplus over $200,00' )( offices in princip« 





ities of the United States and Canada 
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A KITCHEN 
DEALER 
NEEDS 


FIVE 


TECHNIQUES 


Without a basic knowledge of 

all five, says Larry Devlin of San 
Mateo, Calif., no kitchen dealer can 
be really successful. His proof— 
25 kitchens in the first four months 
of the year 


By HOWARD Jj. EMERSON 











A KITCHEN DEALER NEEDS FIVE TECHNIQUES 


FTAHE function of managing a kitche pusine is an 
racking 


round-the-clock, time-consuming, nerve wv 


job that at the time is by far the 


iri most im 
portant si Ne key to succes ind p ofit in this fast growing 
busin i Larr Devlin, owner of Larry Devlin 
Kitchen 41° South B St., San Mateo, Calif., one of the 
best known kitchen dealer-contractors in the surrounding 
Bay Area 

ut there is no clear cut formula defining the manag 
ment of a kitchen busine Devlin stat “It is more 
i matter of the dealer understanding a fe basic funda 
mental then adding experience ind leg work 


Devlin of the fundamentals involved 
management, as reported in this article 
ner manager of a kitchen 


10,000 in 1956, and which 


inalysis of some 
, 

nen bu iit 
toil hy 


, 
ire based CXPCTICNCe AS OV 


busine that grossed just over >. 
had ompleted or in 


for the first fou 


progr > fully 


equippt d kitchen 


i 

months of 19 i rate of about 75-80 
ror thy urrent yea 
ing this volume in complet kitchen remodeling 
Devlin, 


ope! ition 


Authority 


busin¢ 


ittention to 


most because the kit 


‘| { pecial 


management ay 
hen dealer must assume 
wement as well as bu ine 


for the 


management 


of the 


management of any or all function 


ould be delegated, he admits, but it is not practical for 
these ion 
| \ kitchen contractor-dealer hip with up to 100 kitch 


A KITCHEN DEALER NEEDS TO BE 


» PROPRIETOR 


have to kn his market p tential 

A store mmd his market area ell enough 

* to ad ide to hat extent ni 
displays io ames an & Sian oe 


capital 
financial cPanel ogee Erg 


controls ! . er — 1\ ' iler 


fh i 1 hgu hy ul 
mn t ‘ t that th Kit 
bh Kitchen i il hen ik must that hh 
inagem ta make t | ri l high Litt it 
f hy , | 1) purpo that it is mor wa] 
ip if ! 1] t notional t than a tool 
hat ty) kil il i Devlin The t il] 
j mnt to | il 1 pla t prom te th dea of 
f becom If has a reason havin 1 modern ymplete kit 
hore wy tach f retail expe hen, as much more than it will 
TT hy may ch t | th ( i ip it wher P yple will 
pe of kitchen specialist wh n buy. In fact, few kitchen jobs will 
fines himself to design and up | | in the stor Kew sal 
ion, a sort of architect-contract ind not t many | pects w | 
bor that peration, a de k, drawin D val n ind for th iveta 
boa ind tel ph 1 eno im fh kitchen sy ilist, off the fle i] 
nm horn will a f applan ion ll be a min 
Kut if he wants to be a kitchen item 
dealer-contractor—a_ full function “But th kitchen ntractor 
ing service operation—then he dealer will ha to nave a location 
must have a store And h vill which he can use to supplement hi 
PAGE 62 





it takes a 
ern handling close to 200 kitchens a year to justify the 


ens is inherently a “one-man operation con 
cost of an operations superintendent. 

2. In today’s market, with the kitchen business expand 
ing rapidly on all fronts, there is a severe shortage of 
kitchen specialists, either for work, 


ind the training of men to a degree of proficiency that 


installation or sale 


would make them capable of managing installations o1 


i sales crew, is a difficult, long-range and costly venture 


fo: any dealer until he passes at least the half-million 


dollar gross level 


his necessity of being an operations manager a well 


is business manager of the concern is what differentiates 
the kitchen business from a straight appliance-T'V retail 
operation, Devlin mentions, and he has the background 
to make this comparison. Before going into the kitchen 
Devlin was for seven years the sal 


business, manage! 


for an appliance-T’V distributor 


Ihe kitchen business is not just a buying and selling 
operation—as difficult as that business may be in today’ 
market—it involves many ‘turning points’ other than th 
cost and selling price of merchandise, points that can 
effect the profit or loss on any contract,” he points out 


Many of the ways in which Devlin has applied manage 
ment judgment in making his kitchen dealership a profit 
ible and personally rewarding enterprise, is covered in 


the following word and picture analysis 


personal selling—a location easily elaborate and inexpen 
reached by those who respond to breadth of the 
promotion or from referral i warrant i di play will 


place where the dealer or his sal 


men can bring pro pects, a show mater 


als, plus labor. At 
Devlin sugg 


management 


room that will dev lop or increa 
having note the 
Devlin 


connecting 


enthusiasm for 
kitchen,” says 
Such a location on a 


pro pects 


1 complete their lease 


kitchen so they ar 


dealer’s market 


$800 to $1,600 for appliance } 


ve as the 
irea 
cost from 
and 


this point, 


that kitchen dealer 


terms of 


efore installing a model 
protected in 


treet between two hopping area their action and in any changes 
f San Mateo costs Devlin 24 pel yr removal late: 
nt of hi ro olume Obviousl i store and its di 
| mak full use of hi tore play involve the kitchen dealer in 
ind t emain compe titive, the kit- money management but these are 
chen dealer-contractor needs three nly two of many pha es of money 
or four complete kitchen displays, management in which the dealer 


Devlin believe at rot to meet vill be involved. ‘There is no more 
the pub need for a place where important on Devlin and all ex- 
t in decide whether or not it per need dealer gree than the 

in 1 modern kitchen—otherwis¢ provision of working ipital to 
h ¢ many opportunities to handle accounts payable during 
ret a chance at those who decide pe ik season f kitchen building 
favorably. He’s got to offer inte: l'o go into the kitchen business, 

ted prospects a pla e where they the proprictor should have at least 


hgure 15S 


only 


branching into 


ippliances, 


contracting, 


who is to 
a kitchen 
believes 


in decide what kind of modern $15,000 in working capital, Devlin 
kitchen they want—what brand believes—and_ that 
of appliances and cabinet what for the man who i 
materials, what price range. If we kitchen busine from 
don’t have the di plays in our plumbing electric 
tore to keep the prospect in et For the proprietor 
volved in making a choice then levote himself wholly a 
ve are offering them a choice of ontractor-dealer, Devlin 
dealer that he should have 


Kitchen di plays are necessary enough 


but they are with an income for 


not cheap, Devlin 


admit Because a well balanced 


howroom will present displays a chen business is more 
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the first year 
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CAREFUL USE of working capital is a key to solvency and profit in the kitchen 
contracting business, says Larry Devlin. Up-to-date record on every kitchen job 
let’s the dealer know where he stands at all times 


some ways than in the retail appli insists that competent management 
will judge carefully how many jobs 


h indle d by hi 


ance-I'V business, says Devlin. ‘The 


difference, of course, is in the can be knowledge 


yportunity for the retailer to fi 


| of how much will have to be paid 


nance his stock and then receive out on each job before completion 
cash at the time of sale ind th and how jobs can be scheduled 
kitchen deal bligation to pay o that one is completed to pro 
for many of the costs of a kitchen vide working capital when required 
b during its progr “Unfor for another. For his own concern 
tunately, banks are not prone to Devlin has alleviated much of this 
finance a job in progr hey problem by selling his kitchen 
fee] that the job is a contract which installations on this contract basi 
lea nay have underbid, and 20 percent down payment when 
m which he may lose heavily the contract is signed; 50 percent 
yr a job on which he may be called of the contract price when “the 
1 to make adjustments, etc., that tops are set’’—cabinets and appli- 
| dela th final payment,’ ances installed, counter tops in 
Devlin report place, only floor, paper, painting, 
l'o prevent many of these money etc., to finish; 20 percent of the 


troubles the dealer should not take contract price when the job i 


too many jobs at one time and/or completed; the remaining 10 per 


stick to a contract basis that pro- cent in 30 days, providing a period 


vides for payments to the dealer of time and a buffer amount for 


ettling of adjustment 


during progress of the job. Devlin th 








him as important local merchant, provides prospects easy access to displays and 


his service. Devlin’s costs him 22% of gross 


A KITCHEN dealer must have displays that emphasize the quality and features of 
the modern kitchens he sells. It is important to establish him in the full-service 


class apurt from ‘remodelers’ working from homes or phones 
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A KITCHEN 


DEALER NEEDS TO BE 


aw ADVERTISING 
& PROMOTION 
MANAGER 


Frequency 
media 


home shows 
and contacts 


Most. kitchen peciali { like to 
boast that most of their new busi 
ness comes from referrals sent by 
atisfied customers. “That's an in 
creasing percentage of the estab 
lished Devlin 


comments, “but the kitchen man 


dealer busine 
who wants to keep his business 
growing must serve as an advertis- 
ing and promotion manager in ad- 
He has 


to find means of reaching into his 


dition to his other cuties. 


market area among thousands and 
thousands of people to find a regu 
lar supply of a few who at that mo 
ment are interested or who can be 
made interested in considering a 


new kitchen,’ 


Devlin has been successful in 
promoting “Lary Devlin Kitch 
7 through for basic media 
newspaper direct mail, home 
how ind “open house it the 
tore, plus tie-in with local real 


tate agents 

A consistent producer of liv 
ids for Devlin is a series of 1 col 
+ in. advertisements in the local 
idvertis 
direct 
relation to the frequency of the 


laily newspaper. These 
ments have produced in 
hedule. “There may be a few 
prospects who have reached the 
point of decision that would make 
them come down or telephone us 
on the da 
ment was published. But, I believe 


with such a big ticket item as a 


after a single advertise 


kitchen—and one that requires a 


much — family decision about 
whether or not to even consider 
the action—the kitchen dealer is 
wisest to advertise steadily. His 
copy may get some couples think- 
ing—then they'll forget about it if 
there is nothing to remind them 
\ steady program keeps the idea is 
front of them, and the 


de ler 





name and ‘phone number is nght 
| 4 


there in front of them when they 


reach the decision to ‘do some 
thing about it, hie i 

Another steady producer of leads 
for Devlin i the local “county 


fair.’ Situated as it 1 
San I'rancisco ind 


idjacent to 
populated 
mostly by a higher than average 
urban families, San Mateo 
its state upported fair a 
i “Fiesta At each Fiesta, Devlin 
installs a complete kitchen exhibit 
Ile keeps this manned at all 
hours the Fiesta i open 


INCOTIIC 


conduc ts 


making 
good use of the availability of dis 
tributor and manufacturer per 
sonnel to help supplement his own 
statt | 


importance of ke 


timate the 
ping the kitchen 
display Devlin 
And it should not be for that 
period when the deal 


Man' 


criou nate c mm 


cant o r« 
manned i\ 


can expect 
big crowd ouples who 
have d home 
building or modemizing will de 
liberately plan their visit for a time 
when they can look around without 


being jostled by crowds and when 


they feel they will have a good 
chance of finding someone to tatk 
with them about th plans.” For 
a total cost of about $400 Devlin’: 
display at the Fiesta ach August 
produces prospect er a full 


year's period 

Direct mail promotion is a regu 
lar program for Larry Devlin. He 
ind his staff keep i steady flow of 
giant’ postcards going into the 
mail—the 4-color cards supplied to 
kitchen dealers by the manufac 
turers of cabinet Then, Devlin 
regular mailings to one 
of two lists: (1) special lists that 
of market (a 
recent, and very successful mailing 


chedule 
cover a known type 
went to every name on a special 


list of high 
owned homes 


incom executive 
in San Mateo, Hil! 
borough and Burlingame); (2) 
block mailings arranged by using a 
“reverse telephone directory.” In 


bloc k 


residential 


picking the areas for the 
Devlin select 
ireas which have homes 


mailing: 
in the age 


yroup that makes them logical for 


MORE> 









x < . 


gs) 
NEWSPAPER advertising blankets the 100,000 


people in Devlin’s market area, aims at both 


- 











Devlin 
immediate and long-range prospects for kitchens tion 
Deviin finds consistent schedule of small adver 


A KITCHEN DEALER NEEDS TO BE 


» SALES 
MANAGER 


| 7 ! 
0 oordinatin 1 multitu 


Supervision function in 
sales training but (1 


used with pro pect that he know 


salesman ae 7 


onally or that ha isked fo 


performance id expect his personal + ago 

. ind the little time the pro 

and compensation (0). hs. left for selling can’t 
produce enough jobs to } ep thr 

oncerm at its propel level of busi 

Whether he wishes it ot, th 1h unite the owner take tor 
kitchen dealer-contract has to be much time away from supe n 
ranage Devlin stat \ Vh number of ilesmen a 
mn = size but fi kitchen dealer-contractor can attord 
kitchen busine must ha it least to staff depend ivs Devlin, on 
T ilesman, he sist The the amount of capital whi hh the 


proper organizational balance of dealer has available. ‘To justify his 


even the minimum operation re make enough 


that the 
time go into management and job 
What littl time he 


ha iWwa frou th ! nit 


position, and to 


quires proprictor’s full money for himself, a kitchen sales 
man should average one sale of a 
kitchen each week. 


Devlin for 


Supervision complete 


i Lheretor followin 


64 


DIRECT MAIL is steady producer for kitchen dealers, says 

He manages steady campaign of “block satura 
using giant postcards, supplied by manufacturers well as 
supplements with personalized letters or formal invita- 


tiserments most effective tions to special lists of home owners 
! j t 11 noved ! th om 1) ! 
heck the list ! } tri i] right Via vorking on thi 
hom whe! muinating as f i tried and true assumption that th 
possible the rent house does not hia i kitchen that 
lo both these list ey end uit perfect] thi yornan who 
i lett 1 malized to t nad | ung to move in 
ual ipimg the i is kitchen Devlin ul n getting to th 
desi ninselin mad contractin buver im time ft uggest modern 
lich | Devlin Kitch zation of the kitchen before the 
tf md a to b illed in family mo n gets him man 
i prot on bi obs that would be put off as the 
| i if 1) i nea farnail t used tft the present 
ibout home that ibout to facilitn found other hang 
HH ( hand ' j | iin that vould rece iil tak p 
il t it before tl has den 


am A ff 
PF ina 


with older kitchens 


bh ‘ ration ith t 
hia mothe! ike teat ()tten 
Devlin will be phoned 1) i real 

tate went and asked to if a 
house hich a pro pect l Tisich 


ing buying. The family is hesitating 
to bu 1 hou vinich othe l 
because f the 


ome thing 


uits their need 
necessit ot doing 
ibout that old kitchen ind th 
fear that maybe nothing can_ b« 
done about it or that it would bi 
prohibitive in cost Devlin ible 
to bridge thi ap i the transa 


tion bD howing, a i pl f nal 
mula, if the lealer fn t 
hand| ibout kitchen | il 
hgurnn th n it of makin 
payn nt aunn t icl 


iob one ile Hdl 1 hy 
If he 


that many—figuring a maximum of 


TANT 


] 
financed to handle twi 


five jobs in progr it an 
time—then h in have tw ile 
men Beyond thi pomt Devlin 
wont t tl viel CCOTTK 
vaded A th hi HWlally ot 
Mayan ini upervision ind ha 
tO iSicel th po ibilit ind 
tra t I idd if 1] b f ha 


In seeking the t pe of salesman 
best suited for kitchen selling, De 
in looks for at least these fiv 
qualification 

|. The kitchen dealer’s salesman 
should have an appearance and be 
able to conduct himself in such 
a manner that he will instill confi 
dence in the prospective kitchen 
buver Many kitchen ile ir 
closed because of the 


that they 


home own 
can trust thi 
‘salesman and his concern to accom 
plish just what the 

new kitchen 
A thorough knowledge and 


ers’ feelings 


want in their 


background of experience = in 


kitchen appliances is an essential 
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PERSONALIZED layouts and visuals serve promo- 
tional purpose by building prestige of dealer, as 
sales purpose of showing prospect that 
dealer has interpreted her ideas 
yate architect Gertrude Fuller on staff 


Devlin has grad 


kitchen designer and ontracto! 
what in be done to make th 
ibout how 


With 


uch information and a variety of 


kitchen modern, and 


much it will cost to do it 
po ibilitie at ribed te them 
many prospects have no further 
house 
to make it a profit 
ible service, these families call on 


qualm ibout buying the 


In enough case 
Devlin to remodel the kitchen 
ometime before they move in 
often quite a while later when tix 
financial strain of making the move 


has eased 


qualification for the ideal kitchen 
salesman, Devlin believe Uh 
ilesman must be able to serve a 
i counselor te the prospect in 
their selection of equipment 

A general knowledge of build 
ing construction is a requirement, 
hi point out Lhe ilesman ha 
to be able to discu intelligently 


with the prospect what can and 


I 


what cannot be done in remodeling 
i kitchen He must know the 
problem ind relat st in 
olve nm mo ! wal qaoo! ind 
windows and the local code require 
ment for electricit ga ind 
plumbing—so the prospect's vi 
ualization will be teered away 
from ideas that would be impra 
tical, « t rr against the 
cod 

+. “An artistic flair’ is another 
qualification Devlin believes the 
good kitchen salesman should have. 
He refers to the ability to visualize 
the lavout and design of a kitchen 
enough to guide th prospect’ 
thinking and to interpret the pro 
pect need This flair, of course, 
must be coupled with a sound 


knowledge of the functional so 


the salesman may suggest, in a gen 


eral manner, possibilities that are 


both attractive and idapted to the 
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ELECTRICAL 


t pe of e which th prospect w I] 

give the kitchen Nothing is more 
to hold a prospect for future 

elling than the ability of the sal 


man on the first call to look at an 
old kit hen, hi ten to the 
Why sure 


we can do something here that will 


Ownel 


€a ind then sa‘ 


give you just the type of modern 
kitchen you want’’—and back up 
that statement with enough sug 
ibilitic that the 

onfident that 


this is th oncem and th ik 


tion ot pos 


prospt t becom 


man that will meet her need 
The quality of being “metic 
ulous about details” is an asset the 
kitchen dealer should look for in 
seeking a salesman, sa‘ 
The ile Miah ha 
ilmost’ and ‘neat 


out of his vocabulary and substitut 


iler-contractor Larr Devlin 


does not expect or require his sal 


man to make finished layout 
l'here’s more than one reason for 
that,”” he sav A salesman’s time 


is too valuable in the field to let 


hour it 


him get bogged down for 
1 drawing board. And then, if he 
has all the other qualifications I’ve 
mentioned, it is unlikely that he 
is suited temperamentally to han 
dling the fimshed layout 


Devlin’ Matco 
provide for these idea lie em 


cctup im San 


ploys on a half-time basis, graduate 
architect Mrs. Gertrude Fuller. To 
her, salesman Howard Kirby bring 
ketch, the 


1 rough measurement 


ind note on what he ind the 
prospect have visualized as possible 
wa ot remod ling i kitchen 
Kirby “ws over this material thor 





ee 





a 


SALES HELP or 


location must be made 


stages f it is needed during the closing if 
suggest salable ideas 


tract to r 
cor J yf J prosp 


t to help 
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iwhly with Mrs. Fuller, giving het 
the background on the family—size, 
income bracket, amount of enter 
taining, etc., then he goes on his 


sell another kitchen. Sh« 
semi-finished ideas which 


way to 
prepares 
ire discussed with Devlin and 
Kirby, 
more than one if necessary. Then 
Kirby back into 
the picture; he takes the finished 


ketch to the prospect to make th« 


then a finished layout 


alesman comes 


ile, and acts as liaison between 
the prospect and the designer. 
Devlin takes over for the uper 


VIS] Conc 
twice while the job in progress, 
Kirby may visit for an I just 


dropped by to sec 


nN f construction 


how things are 
ming along call on the ul 
tomer to maintain relations. When 
the job is finished, Kirby has charg: 
of demonstrating the appliances. 
Another sales management job 
for the kitchen dealer is sales train 
points out. He be 
dealer must keep up a 


ing, Devlin 
lieve the 
teady and balanced program that 

the staff up to date and at 


wak efficiency for the jobs they 


keeps 
| 
han dle But he does not confine 
iles training to the salesman alone 
he points out that in an organ 
ization of minimum size, everyone 
on the staff is a salesman at many 
times before, during and after every 
kitchen job 

\s often a 


distributors 


manufacturers’ 9; 
representatives make 
Devlin sched 
ules meetings at which these spe 


themselves available, 
cialists can present thei product 
tories and show applications of 
their products to modern kitchen 
remodeling. Devlin has in attend 
ince at these meeting 
ub-contracto1 
with their foremen 


thei 


Ing? tile, ete 


ind many of 


journeymen 


available to salesman, both in the early 


t is advisable. Here Devlin brings sub 


1957 


many of the 
electrical, plumb- 


his keeps them up to date on the 
latest developments in kitchen re 
modeling, and makes them better 
equipped to handle the appliances 
and equipment which Devlin uses 
on his jobs 

But one of the 


training sessions is that which Dev 


most ettective 
lin holds when a kitchen layout is 
finished and ready for presentation 
Devlin, Mrs. Dev 


lin, salesman Kirby, designer Fuller 


to the customer 


get together to discuss the finished 
layout—Devlin explains that they 
try to work in the new kitchen 

lhey check the layout for arrange 
ment, placement of equipment, 
functional design, selection of prod 
ucts, problems of construction, ete 
Vheir first objective, says Devlin 
is to be sure that the overall kitchen 
they have planned is up to the 
tandards which Devlin has set for 
which carries the sig 
Devlin Kitchens.” 


They have to be sure that they 


iny work 
nature “Larry 
haven’t volunteered or been talked 
into a compromise at any point 
which would eventually cause cu 

tomer dissatisfaction. 

\ second objective of the con 
ference over a new kitchen plan is 
to build up a sales story for pres 
And then, 


which 


entation to the prospect 
the type of “bull 
Devlin holds over each final draw 
the staft for 


session” 
ing serves to prepare 
the next job 

Devlin compensates his salesman 
on a salary plus commission basis. 
Vhe salary is high, the commission 
is low, relatively. Commission i 
paid quarterly, Devlin reports, to 
level off the 


ness, we may have several compl 


imount. “In this busi 


tions in one month, and then a 


month with mostly starts and job: 


in progress. A monthly basis of 


paying commissions would be a 


SALES TRAINING tokes many forms 


reguiar meetings 


above to “work in the kitchen, 





Devlin brings in 
Before final drawing is submitted to prospect, staff meets as 
test the layout, be sure it is best possible 





salesman 


feast or famine for the 


not a good idea in managing sal 


men, because their enthusiasm 
tends to ride up and down with the 
heck. So, by pro 


salary as a base, 


last commission 
viding a liveable 
ind then going to quarters for the 
commissions, we give the salesman 
1 fairly steady income 

Managing kitchen salesmen in 
says Dev 


important for the 


volves several objective 
lin. ‘The 


manager to consider is “time man 


most 
igement His system is this: The 
kitchen salesman aiming at closing 
one complete kitchen job a week 
should have about 25 prospects at 
all times—one-third are prospect 
with whom 
up for the first call; one third are 
prospect for 


ippointment ire set 


whom the ilesman 
is having drawings made for pres 
entation; one-third are prospects on 
whom the salesman is calling with 
the final drawing or who are in the 
closing stage after the presentation 
of the final drawing 

Devlin 
see that 
first third,” 
on whom he will be calling for the 


management job is to 
a salesnsan keeps up his 
the supply of peopl 
first time. “It is too easy for a con 
scientious ilesman to get too 
wrapped up with the other two 
thirds 
drawings and trying for closings 


ind run out of fresh prospects.” ‘To 


preparng and presenting 


help the salesman in this problem 
Devlin requires that a file card be 
made out on each miquiry, Ont 
this card will 
first call 


poitment, et 


go a report on the 


what discu 


d, next ap 
Keach week Devlin 
goes OVE! these card 
Kirby 


prospec t 


with salesman 
ind they weed out unlikely 
clect others on whom 
they'll “bear Then they 
make their plans on how to get 


MORE ?P 


down 


more prosper t 





suppliers’ representatives for 
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A KITCHEN DEALER NEEDS TO BE 


» PURCHASING 
AGENT 


inventory lin says that any answer to this 

question 18 ubject to chang with 
lines out notice, At the moment, a kit 
prices hen dealer-contractor may choose 


vhether he wish to concentrate 


delivery m a few lines for their prestige o1 


icceptance ilu oO! hether lh 


vill be an agent for all brands and 


I.ven the min i kitchen busi leave selection up to the custome: 
i req pecial attention te Actually, Devlin i doing both Lie 
pu hasing, an it is the p opr di play Mutschler wood cabinet 
tor job to manage thi lowe (Geneva and Youngstown steel cab 
purcha ing fol kitchen ecialt met Ih rigidaire KitchenAid 
busine does not follow th TL Revco, ‘Tappan, ‘Thermador and 
pattern a hat of th reanization W estinghouse ind doe most of 
ngaged prima in merchandi his kitchens in those brands, but at 
ing the imsistence of a customer he will 
The kitchen contractor-deale t any brand apphan thre vish 
maintains inventory only to the bo ibinet Devlin has found 
extent that it is needed for display t ver itisfactory to ncentrate 
Devlin points out. He sells the cab m three line 1 top quality wood 
met ind 0 hetore he « ne, and two lin of steel cabinet 
ders them-—there no need an In addition, he has what he con 
vould be in quantil der i tal connection for the 
buyin I t pri no poiit kitchen ntractor-deak i contact 
in fo or considering vith a good local mill which mal 
dump fany pri But in then ibinets to order Wi in meet 
place there a thi onsideratior ilmost an necd with the thre 
vhich the kitchen dealer must ¢ bina ve di pla Most of the pro 
to purchasing if he wishes to be pects who have in mind cabinet 
ompetitive in getting job md nade to order for their new kitchen 
profitabl in ti handling of th in be sold on the advantages of 
ones he t the factory-built line, but we must 
here t rmiatt ot hat have the mull nnection to hold 





AVAILABILITY of the products he uses in building complete kitchens, plus time lag 
in starting jobs, makes it unnecessary to inventory more than goods used in dis 
plays, says Devlin. He keeps up on what local distributors like Youngstown’s Frank 
Edwards, above, has available 
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the customer who wants a pecia: ind don’t expect any a long as 
design, or wants the cabinets in most distributors keep their builder 
birch, pine or some other wood sales departments—because we are 
And of course, we need the mill licensed general contractors. The 
to make cabinets for spaces that no trouble comes, I believe, for the 
regular cabinet will fit kitchen dealers who are not GC 
Devlin believes, however, that but who put their jobs in the hand 
important changes are about to take of a general contractor, or handk 
place in the supply of major appli- them ’as agent of home owner’. 
ances to the kitchen dealer-con- “But, even if he is buying his 
tractor. ‘The rapid growth of the appliances from a_ neighborhood 
kitchen remodeling busine dur dealer at cost plus 10 percent 
ing the last three years has at last which is a common practice that 
encouraged the appliance manufa will have to be straightened out 
turers to give it serious attention or getting them from the distrib 
Should this attention go, as it utor, it is vital that the dealer know 
cems now, toward the develop the price that he will have to pay 
ment of kitchen contracting deal for the appliances because he is 
ers tied in with a particular manu signing a firm contract with the 
facturer’s program and promotion home owner. His best bet is to tie 
the manufactu vill tighten up up the ipphiance the day the cu 
on their builder sales department tomer signs the kitchen remodeling 
Long-established kitchen specialist ontract—then he is sure of getting 
like Devlin will no longer have them at the price he has figured in 
their choice of any appliance brand quoting the job,” Devlin state 
merely by ‘phoning the distributo1 As soon as Devlin gets a signed 
I hey may be forced to join the nev contract, he makes up a bill of ma 
group of kitchen dealers and be terials and places orde for every 
ome franchised for one or two thing needed for that job. Iver 
brands, tying their operations to thing is ordered to be delivered by 
the programs of their franchised the day before the job is to start 
uppher [hat starting date has been set on 
But that 1 problem for the the basis of eral factors—how 
kitchen dealer to meet in ln pul oon the ustomnn vill be ready 
hasing agent ipacit vhen the for the ew to mo in—how many 
time come Devlin. Right now jobs are underway that must b 
lis buying depends on personal ar- ompleted before manpower or 
rangements with distributors to get money can be turned into anothe 
lowest possible builder-contractor ob—but most important, how soon 
prices at any time for any quantit the cabinets will be delivered. Dey 
usually one piec here is n lin never schedules a start until hie 
formula. You just have to go out has confirmation from the factor 
ind work it out with the distrib regarding delivery of the cabinets 
utor. With some distributors it 1 At the moment, delivery of wood 
isy, with othe more difhcult ibinets from the factory take up 
nd with a couple here it is impo to three weel Steel cabinets ar 
ble. We have had fe problem ilabl il st 








POSSIBILITY for future jobs, and to keep his concern ahead of field in serving 
customers’ needs, makes Devlin keep eye on new products or new applications. At 
his linoleum sub’s shop, he checks folding door and its salability for kitchen to 
dining room locations. 
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A KITCHEN DEALER NEEDS TO BE 


» CONTRACTOR 


Responsibility 
labor 
sub-contractors 


[| \( It f th kitchen 
dea itract di 1 p no 
tion csign elling ] 1 kit hen 
under yistruction—and the dealet 


ill ervthing up to the 


da rT th tart’’ may have worked 


himself into a me of trouble un 
rganized to manage the 
ma perations and many peopl 
nv 1 a complete kitchen re 
model Lhe kitchen dealer im 
l it hit ind hi busine fu 
ture it take on every job he 
has unde i\ Devlin points out 
But th no formula for the 
l tul management of the in 
tallati only a few fundamental 
vhich the dealer must master, plu 
expe ice and leg work 


Among the fundamentals is the 
determining of responsibility for the 


installation—and the assumption of 
that responsibility by the person 

has it. For Devlin, whe is a 

d general contractor, the re 
ponsibility is indicated right on 
the contract—he is responsible to 
the customer for everything that i 
done, or not done. lor other deal 
ers, and in areas under various other 
laws and codes, the situation could 
be ifferent. But ivs Devlin, if 
the present programs of developing 
kitchen dealer-contractors contin 
ues to gr more and more of the 


kitchen business will have to go 
through dealers who, as general con 
tractors, or under some other pro- 
vision of the law, can take full re- 
sponsibility for the complete job. 


Ih vill be to build the 
identity of the full service kitchen 


lealer and to build public conf 


necessal 


dence in that type of dealer 

Hlow much of the kitchen 
modeling job can be sub-contracted 
depends on the size of the dealer 
Devlin states. kor the 
minimum full-functioning kitchen 
iler hip with 50 to 100 kitchen 


i year, the dealer cannot expect to 


p ition 


handle through his own staff mor 
than the carpenter work, hie sa 

An ideal arrangement is for th 
dealer to staff two carpenters full 
time. They are the only trade in 
volved from start to finish of the 
kitchen. They are needed to cleat 
the old kitchen, open it up for the 
plumber and electrician, for struc 
tural changes such as alterations in 
valls, moving of doors or window 
etc., to add on sofht nd othe 
features, and to hang the cabinet 


All other jobs 
countertops, tile, 


plumbing, electrical 
sheet metal, pla 
tering, painting and papering 
vould be sub-contracted 

Devlin manages his installation 
in this manner, except that he ha 
one full-time carpenter on his staff 
with another carpenter available to 
help on any job when Devlin need 
him. The full-time 


indicated above, working in many 


Man Crv< i 


vays as Devlin’s right hand man on 
the job. In many ways, he is a 
job foreman. Besides construction 
hanging cabinets, etc., he sees that 


the materials are on the job in 


‘ 


(Continued on page 85 


PROVIDING sub’s crews with necessary information in addition to plans is steady 
job for the dealer who wants to forestall trouble, give sub’s advantage of his 
experience. Here he tells sub how vent fan will anchor to soffit. 


a 
os 
> al 











































MULTITUDE of jobs come under staff carpenter's jurisdiction—roughing, small 


structural changes, cabinet hanging, plus important job of being union car 
penter on job for various work that prepares way for sub-contractors 





ONE SUB-CONTRACTOR in each field is ideal for the kitchen dealer if he can 
make such an arrangement. Devlin works with electrical contractor Mause: 


left, knows his methods, pricing, etc., and Mauser knows Devlin's needs 





SCHEDULING sub-contractors’ arrival at right time during progress of jobs is 
one of most important management tasks for the dealer as a general con 
tractor, Devlin is at this work each morning before shaving and breakfast 


FOLLOW-UP by dealer-contractor when kitchen is completed gives him chance to 
check everything to insure customer satisfaction and his own reputation. Then 
salesman will turn over new kitchen to customer with demonstrations, etc 
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COMBINATION WASHER-DRYER 
...New Star in the Laundry |, 






Now that there are eight makers in the field, a mass market for 


the combination washer-dryer is just around the corner. Here’s 


an outline of its potential and a checklist of current features 


NIRS] 

brought out the "Duomati 
although 
_ are fast becoming 


introduced in 1953 when Bendix 
combina 
tion washer-dryer till in thei 
infancy 


the 


tar pe rformers of 
laundry busines 

l’or the first two years Bendix had the field 
the first 
with its all-electric model, later adding a gas 


automat 


to themselves, pioneering market 
dryer unit 

It wasn’t until 1956, after other companies 
cutered the field (General Electric, Westing 
Automatic Washer, Easy, O'Keefe & 
Merritt, Hotpoint, RCA-Whirlpool and Sears 
Roebuck, in that order) that 
sales figures were made available to the trade 
102,406 units 


hou ic, 


about yearly 


Approximately were sold in 


COMBINATION WASHER- 


Wired % 
Homes Satura- Number 
Year (Millions) tion in Use 


* 1956 
1957 
1958 
1959 
1960 
1961 


4/.) 
48.2 
49.3 
50.3 
91:3 
92.3 
1962 53.3 
1963 = 54.2 
1964 = 55.2 
56.2 
9/.3 


0.4 
0.8 
1.3 
1.8 
2.5 
3.4 
4.4 
9.4 
6.4 
1.6 
9.1] 


200,000 
383,000 
617,000 
917,000 
1,307,000 
1,773,000 
2,340,000 
2,933,000 
3,539,000 
4,257,000 
9,218,000 


1965 
1966 


*Made prior to availability of actual 1956 figures. 
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By ANNA A. NOONE 


Arm rit 
ociation; and educated 
old in the 
1956, in the neigh 


1956, according to the in Home Laun 
dry Manufacturers’ A 
the total 
years 1953 to January | 
borhood of 200,000 unit 


With 


zuesses put number 


eight companies now aggressively 
idvertising, promoting and selling combina 
tions, and with several other 


COM panies 
rumored on the verge 
for 1957 
Predictions range from a 
175,000 units to 
lirst five months’ sale 
totalling 82,473 
tic outlook 


Long-rang 


of entering the field, 


expectations volume runs high 
conservative total of 
00,000 units for 1957 
reported by AHLMA 
units support this optimis 


yredictions indulged in by 
| : 


DRYER — 10 YEAR FORECAST 


Industry 
Net Additions Replacements Unit 
Units % Units % Shipments 


133,000 100.0 0 — 
183,000 98.2 3,000 18 
234,000 96.4 9,000 3. 
300,000 93.3 19,000 6.1 
390,000 91.7 35,000 83 
466,000 88.5 61,000 11.5 
967,000 85.7 95,000 
993,000 81.1 138,000 


133,000 
186,000 
243,000 
319,000 
425,000 
927,000 
662,000 


18.9 731,000 


nani 
In five or ten years from now, many are of 
the opinion that combinations will pass auto- 
1963 and 1970 
are the years most frequently mentioned for 


It is also predicted that 


matic washers in volume . 


this event to occur. 


combination washer-drver sales will exceed 
automatic dryer sales as early as 1962 
A conservative forecast of anticipated : 


washer-dryer sales growth made by one manu 
facturer for the next ten years shows 5 
000 in use at the end of 1966 (see 

Vhe 
maker has already bought the concept of auto 
maticity in handling the family laundry, and 
the combination just takes her a step further 


table 


general consensus is that the home- 


One interesting evidence of growing con 
sumer acceptance is contained in a recent 
survey made by Consolidated Edison, N. Y., 
“So We Asked The Ladies This survey 


of 1531 homemakers, living in old and new 
apartments in New York City, revealed that 
50 percent of them were willing to pay a rent 
increase if the landlord would install a com- 
bination 

cent talk befor 


gional gas sales conference 


In a vr the Midwest re- 


of the American 


Gas Association in Chicago, N. R. Millard, 
utilities manager for Philco Corp., predicted 
that combination laundries will eventuall 
take 75 to 90 percent of the total laundry mai 
ket Using statistics de veloped by Cro 

Bendix within the last four yea he said 
one-third of all combination sales were to 
familic earning $3,000 to $5,000; another 


third to families earning $5,000 to $7,500; 





ibout 6 percent to families carning $3,000 a 
606,000 76.0 193,000 24.0 eS. Cae cee , 
718000 755 233,000 245 «951,000 -«"tare than $7,000 and over. 
961,000 75.0 320,000 250 1,281,000 —stated, “are the most even of any home 2 
Text tinued on pa 
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THE PHILCO-BENDIX “Duomatic’ is available in 
gos or electric dryer models in a choice of three 


colors. Gas models feature exhaust-type dryers, 
and electric models have water condenser type 
dryers. With “Magic Keyboard’ control it is 
possible to preselect hot, medium or warm water 


wash as well as soak and rinse periods. Dryer 
timer on keyboard provides up to 90-minutes of 
drying, and dial shows remaining cycle time 





GENERAL ELECTRIC’s free-standing model WD660 
features an automatic dual cycle for delicate and 
normal wash loads. Autornatic lint and moisture 
drainage; automatic built-in water heater and a 

irip-dry’’ setting on the dryer are other features 


Gias- 





O'KEEFE & MERRITT’s gas, blower-type dryer com 

nation has a single dial control that operates 

both washer and dryer plus three selector 

witches for selecting water temperature, water 

antity and for various degrees of dryness 

yer autor atically compensates for temperature, 
lity and woter retention of fabrics 
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HOTPOINT’s washer-dryer has two control dials 
plus lighted pushbuttons for selecting water tem 
peratures and drying temperatures. A_ built-in 
heater, separate on-off master control 
switch and fluorescent lamp are other features 


WESTINGHOUSE Wash-N-Dry laundromat, has two 
control dials with a signal light above each to in 


dicate when in use; the electric drying unit is a water 
water condenser type; A “weigh-to-save”’ door 
with scale; water saver buttons to measure water; 
hot and warm water selector on washer dial, and 
pre-soak are other features 


-. 
: 


q 





EASY’s washer-dryer combination is only 27 inches 
wide. It features a single dial for operating 
washer and dryer; a flexible ‘autostop” push 
button control with an automatic dual cycle for 
synthetic and regular wash loads. A sliding type 
temperature selector provides hot and warm wash 
water as well as 4-stage dryer temperatures 











Jw F 
With the RCA-WHIRLPOOL combination clothes are 


washed in a stream of filtered water. The ex 
haust-type electric dryer provides up to 180 min 
utes drying and has five temperature settings 
high, medium, warm, delicate and air. A built-in 
water heater is another feature. This washer-dryer 





has a built-in dispenser to mix bleach or bluing KENMORE’s “Turbo-Matic’ features filter-stream 
automatically with the wash water before it comes wash action, Gn exhaust type 8400-watt electric 
n contact with clothes. The solution is simply dryer with five drying temperature settings, A 
poured into the dispenser which is concealed single Magni-Lite dial operates washer and dryer 
under a hinged cover on cabinet top. Under the Other features include an automatic built-in water 
same cover is a built-in dryer lint screen which heater, a bleach dispenser, and lint screen a} top 
can be removed easily for cleaning “load-a-door”’, and a sun-fresh lamp 


FOR A CHECKLIST OF WASHER DRYER FEATURES TURN THE PAGE 
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Company 
Models 


Tradename 


Easy 
COF 


General Electric 
Undercounter 
woD-560P 


Free standing 
wD-660P 


Hotpoint 
LY-1 


O'Keefe & 
Merrit’ 


Philco-Bendix 
“Duo-Matic” 
CGV-C (gas) 
CGR-C (elec.) 


CGV (gas) 
CGR (elec.) 


RCA-Whiripoo! 


Sears Roebuck 
“Kenmore” 
“Turbo-Matic” 


Westinghouse 
Wash.'N-Dry 
Laundromat 
wD.3 


Type Washer 








Type Dryer 


CHECKLIST OF 1997 


Capacity 
Clothes 


Washer Controls 





No. Rinses 


Dryer Controls 









































Front loading; electric; 10 Ibs flexible; ‘‘auto 4 rinses: 2 deep, automatic 4-stage dry cycle: 
tilt-tub water condenser stop” pushbutton 1 spinaway, 1 spray Ist @ 5000-w “hot”, 
tumb-|-lator automatic dual control set for 2500-w “warm”; 2nd 2 min 
| cycle for synthetic 2 to 10 min. wash cooling; 3rd 2500-w both 
| & regular loads rinse & spin sequence settings; 4th cooling 
automatically pre- 
determined | 
front loading electric 8 Ibs flexible; push | 5 deep flexible automatic dry 
tumbler water condenser button master rinses | selector; “drip dry” 
automatic dual control has set | setting; 4000 watts 
cycle for delicate tings for delicate 
& normal loads and 0 to 10 min 
normal 
| 
| 1 
| ” ” ” ” ” 
front loading | electric; 8 Ibs 2-cycle Wond-R 3 deep rinses timer dial; pushbutton 
tumbler | water condenser; Dial, 1 to 15 min for regular hank gives 4-temp. drying 
timer control & for normal load, wash; 2 for 
push-button 1 to 6 min. for delicate 
selector delicate fabrics 
front loading gas; blower type 8 Ibs flexible; 142 min 5 rinses timer on dial provides 
tumbler dryer with to 18 min. from 3 spray, 5, 10, 15 & 20 min. drying; 
automatic elect delicate to hard 2 deep automatically compensates for 
ignition to wash temp., humidity and water retention 
front loading electric uses 8 Ibs “Magic Keyboard” 3 rinses: 1 timer dial provides up to 
tumbler water condenser has washer timer; flush, 2 deep; 90 min. drying; turns to 
gas dryer is soak cycle to warm, cool indicate remaining time; 
exhaust type 6 min.; wash to or cold electric 4000 watts; gas 
11 min.; water 19,000 Btu 
miser provides 3 
fills: full, med. 
& small 
front loading same as above 8 Ibs flexible; includes same as timer control provides up 
tumbler soak or pre-wash above to 90 min. drying; elec 
setting 4000 w; gas 19,000 Btu | 
front loading electric 10 Ibs flexible; up to 10 3 complete timer control provides up 
horizontal exhaust type min. washing time lukewarm to 180 min. drying; 5600w 
tumbler with plus 19 min rinses 250 cfm fan 
“filter stream” j 
washing action 
front loading electric 10 Ibs flexible; up to 3 complete timer control provides up 
tumbler with exhaust type 10 min. wash time recirculating to 90 min. drying; with | 
filter stream plus 19 min rinses 8400 w unit 
water action 
front loading electric; 8 Ibs fiexible; wash | 3 deep timer control provides up to 
“Revolving water condenser from 11 to 2 min | rinses 100 min. in 10 min. inter 
Agitator” has pre-soak vals; also automatic dry 





& water saver 


control 








~——4 





Ee 


NS 















Dryer Temps. 


sliding type temperature selector provides 2 
settings “hot” & ‘warm’; controls wash 
water and dryer temperature 


Controls 
Location 





cabinet 
front 


COMBINATION WASHER-DRYERS 


Machine 
Width 


27 in 





Special Features 







single dial operates washer & dryer; self-cleaning lint screen; 
pre-wash cycle setting, also manual operation setting 








“normal”, infinite temp. range within 
limits of fabric settings 


separate dial; 2 fabric, 5 settings; ‘delicate’, 


cabinet 
front 


30 in 
under 
counter 


two control dials, 1 for washer, 1 for dryer; automatic lint & moisture drainage; 
2 wash temps.; automatic built-in water beater; drip dry button 












30 in. 
free standing 


same as WD-560P plus porcelain cover 









separate dial plus lighted pushbuttons; 
may be set from 5 to 90 min.; pushbuttons 
provide high, med., low, & tumble-only 





back 
splash 


31 in 





two control dials: 1 for washer, 1 for dryer plus lighted pushbuttons for each 
operation; separate on-off master control switch; built-in water heater; 
fluorescent lamp on backsplash 








fabric-calibrated temp. dial 
provides 1-6 settings 





back 


36 in 


single dial controls both operations plus 3 round selector switches for 
water temp., water quantity & various degrees of dryness 












one low temp.setting 


back 
splash 


36 in 


‘Magic Keyboard Control” operates washer & dryer; preselects hot, medium or 
warm water, also presoak cycle; on-off switch & dryer timer; red signal 
giows when washer is on, blue when dryer is on; gas model is vented, has 
lint trap at top; automatic water heater on CGR-C; all models have pump 
protector, fluorescent lamp, water miser, soap door at top 











yne low temp setting 





top 


36 in 


3 lighted controls provide hot or warm wash water; washing control and 
drying timer 









drying temp. dial has 5 settings: high 
medium, warm, delicate & air 


cabinet 
front 









illuminated control panel with combo. wash & dry timer dial; 3-temp. water 
selector, 5-temp. dryer selector; bleach dispenser and tint screen top right; 
filter in water system screens out lint in wash & rinse cycle; built-in water heater 








ne temp. dial has 






5 ettings: warn 





medium, hot, low and air 


rear 


console 


single Magni-Lite dial operates washer-dryer; plus 3-temp. water selector and 
5-temp. dryer selector; bleach dispenser and lint screen top right; recir 
culating water filter screens out lint, etc. from fresh water; automatic built-in 
water heater; Load-A-Door, Sun Fresh lamp available in all porcelain cabinet 








dry for storing damp-dry for ironing 
safe dry for syntheti 


provides 3-way automatic drying: completely abinet 


front 


32 in 













2 control dials: 1 for washer, 1 for dryer; signal light above each dial 
indicates when in use; ‘‘weigh-to-save’’ door; indicator scale shows load size 
water saver buttons measure water; hot and warm water selector on 
washer dial; pre-wash possible on rinse 




















































Somewhere between 5,000 and 8,000 appliance dealers are now selling detergents 
because they pay a profit and in addition help to build a healthy repeat business 


By TOM F. BLACKBURN 
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This Growing Soap Business 





NARDA is now in the act with the Wash Well PRIVATE BRANDS, like LSD, are available to deal W. H. ROTH, of Roth Distributors, Milwaukee, has 


brand shown here by executive vice president ers. Rockford Standard Appliance Co., Illinois, sells been marketing his brand, Rad, for ten years, 
A. W. Bernsohn, It sells for $4.95 a 16-lb box 700 to 1,000 pounds of LSD a month claims a per customer net of $8 a year 
a eee ae ey ees 1S > eon © be a big factor in thei: ime contract as the wash it $6.95. and it 
[ ested ipphan e dealer in the idea of iri brings you a gro proht of 23 a ent He ” 
elling soap—or, we should say, detergent NARDA made a survey and found that is the arithmetu 
lor, when a washing ts rinsed the globul 188 dealers out of 1,000 were in favor of the Retail price $6.95 
of soap that have not dissolved catch in the leal Cost 5.35 
fabrics and cause a mv With water of som Harold Rice had a soap manufacturer's 
degree of hardn in percent of the iles manager as a personal friend, and the Profit $1.60 
United States this happens quite a bit to business was started. ‘Today NARDA mem Average user buys five pails annually, 
iutomatic owner It was logical that dealer bers sell a 16-lb. carton for $4.95. NARDA Profit $8.00 
ee that the owners of their washers use syn uses the name Washwell Sal me a 
thetic detergent which would dissolve in often made to close washing machine deal len veat life of washer S80.00 
the hard wate) is to build up a repeat busine Thi opera 
loday, between 5.000 and 8,000 ipphian tion has been on only two month but If you figure the life of a washer as a ten 
deslers im the United Sieh ~e epilie Harold Rice figures that with 5.000 washer year minimum you will find the average an 
packaged detergents to their custome hi ustomers on his list. if he can sell each one nual profit on thr ile of a washer to Mrs. 
is a small number when you realize that of them a box for six months of washing, it Jones, at 35 percent, to be $3.60 a year. Com 
there are 14401) grocers and 56.009 drug vill be 1 profitable undertaking par this to the $8 a yea picked up on soap 
tores in the United States doine the sam: Harold Rice doesn’t know it. but if he nd you find it really worthwhil 
thine, The amount they ecll ic trifias in talked to W. H. Roth of Roth Distributors, Other people Harold Rice could have 
comparison to the Soap and Glycerine Pro in Milwaukee, he would meet a man who ha talked with were some of the early people in 
ducers Association of America’s estimate that been in the soap busine since 1942. Mr Detergents, Inc., who ten irs ago started 
tee etd wine monte of IGEL cam O60 280 Roth started to distribute soap because h elling detergents through washer dealer 
000 pounds of s | and 2.064 OO id Bendix washing machines and ran int Uhey believe that between 5,000 and 6,000 
unds of detergent the usual difficulty with soap and hard water ipphan dealers today sell detergents and 
1 the automatic Bendix. About 90 out of that th vill average around $1,200 a year 
NARDA is Selling Detergents 100 complaints were due to soap troubles and } volum 
he brought out a Mp, ( illed “‘Rad in self \ dealer bu round UU pr ids of 
decently Harold R f the Good Hou cdefens« loday the Rad Company has been detergents put up im . ind 100-Ib car 
Shop, Dayton, Ohio, was made head parated from Roth Di ccliators thes ¢ tons, th ud. On this he makes around 30 
f commutt the National Apphan parat iles for but sells around 15 ap it margin. He , ite label with 
Radio- TV 1) \ssociation t Ob lian distributors in the country who wil lus telephone number on 
7 he | bilit f lian lea h sell from 50 to 75 dealer her no competiti between the big 
rvin i] ip manutact ind the little operator 
Ihe reason v Advantage of Repeat Item na int of the Robinson-Patman Act, 
; 4 ice dealers wer Ihe idea of selling soap is to get a repeat vlich sa nust sell at the same discount 
lt { t nething that might tem to follow the original wash il id to everybod ' only with quantity 
for their t in profit Mr. Roth. ¥ f Rad on th lh trade and the corn 
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In toy S market Nathonial die of Westfield, N. J., 
is a maverick merchant because his annual volume in 
small appliances is $30,000 and on every sale he grosses 


30% or Better 


By JOHN A. RICHARDS Here's how he does it > 
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NINETY PERCENT of this window is devoted to an attractive display of 50 electric housewares 


30% OR BETTER CONTINUED) 


PAGE 


YATHANIEL Cohen is one uniqu 
dealer, With imple tK hnnique man 
other dealer have abandoned in the 


face of the price st unroller, te elling ele 


tric houseware it full list price And h 
dome it t thie olume tune of $30,000 a 
ear, all from his Made in America store in 
Westheld, a suburban community on the 

uthern periphery of metropolitan northern 

Jerse 

Ih vanishing retailer” has no exclusive 
ideal market mn though incom vera 
ibout { run to $40,000 nd he dra 
on a total 000 population unting West 
held +000) and surrounding localiti ho 
it i stone throw from New Jersey High 
Vay i hotbed of discount ictivil \t 
least I ompetitors are sprinkled along 


near that highway, two to seven miles away 
Another dozen 

cattered through the towns im 
bordering on Westfield 

Out of this conglom« f outlets vving 
for the same dollar as Cohen, only one seem 
to be selling electrics at list or near list. Thi 
which offers it 


iow-low luinber price 


in the Springfield-Union area 
dealet ir 
mediate] 


ration 


is a lumber firm custome 


ind has conditioned its 
custome! through its take-it-or-leave-it psy 
to buy electric With 


cle iler moving 


chology it top price 


this exception, most area 


electrics are sticking to the general pattern 
sustaining in metropolitan New 


New York, 


Jersey nd 


invwhere from fifty cents to $2 


74 


profits trom « lectric housewares, with 
>> maximum at the outsice 


By ontrast (¢ ohen vho \ Tk on | 


pel 

entage margins on lling price hich aver 
ige out to about one-third. climb as high 

percent, and never drop below 30 percent 

TTOSSINY an whi r¢ from Y to > | ck pe na 
ng on the electric housewar item. His fi 

in actually gro is much a 1.50 on the 


ile of a replacement part, of which it stocl 
me LOO item lhis is more than the ave 
iV’¢ rat iler ro f on 


roduct sale 


i 


man omplete end 


Starts With Quality 


Hlow doc he do it? What magi 
ha his Westheld dealer evolved 
It | implicity itself 


disavow any originality or exclusivity about 


formula 
Cohen i quick to 


his basic line of departure in selling 

‘We'r 1 quality hous ivs Than Cohen 
It's not a new concept. It’s been kicking 
i long time. \ 
may be different in that we put teeth into it 
We r 
each and love to 
talk them up 


ustomers 


round in merchandising for 


pect every product we carry. We kn 
cll each. We therefore can 


demonstrate them, make our 


ippreciate and be itished with 


them. When they're not, we take care of 
their complaint We even go one step fur 
ther and take care of complaints originating 


Maybe 


tomers rely on us to advise them about prod 


outside our store that’s why cus 
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New products can be dropped in to entice shoppers 


they'll 
even ask us to recommend obstetricians and 
other profes ional speciali t All I know is, 
when Made in America ha 


mall courtesies 


ucts, hard-to-get or otherwise, and why 


no time for such 
when 1 Ops operating a 


quality hous its da ire probably num- 
bered.”’ 
iverything Cohen doe 
not likely to happen. |i 


ipproach, he concentrat 


ifirms that this 
s his quality 
traded 
housewares, a lin 
1942. Added to this is th 
losel policed General Electric line. Between 
YU percent ot Made 


housewares vo! 


buttre 
on the fai 
Sunbeam line of electri 


hie handled Ince 


them they account for 


in America’s annual electri 


ume. The balance divides between a host of 
other lin many of which provide Cohen 
with pecial or pric lead hese itish 
the small percentag of custom vho want 
Made in America qualit ervice, but who 
want Cohen to bend a little on price. Cohen, 
however, will not touch an uch merchan 
dise unless he can realize a 30 percent margin 


on every leader ofterin 

“If I can’t make a fair profit on an item 
After all, 
items average 40 
Why should I let a fra 


drag these better margin 


he affirms, “I want no part of it 
my non-electric housewares 
percent or better 
tion of my business 
down?” 

For 20 years Cohen has made housewares 
his specialized busine Even two decades 


igo, when he started it during the depression 
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PAINSTAKING COMPARISONS are basic in all sales OWNER COHEN stocks 100 parts, marks them up “WANT BOOK” keeps track of unique customer 


talks. Manager Jack Cohen here elaborates on 40 percent. His $1.50 on a coffeemaker pump requests, warns Cohen when stocks are low, speeds 
the merits of Frypans to Mrs. Irwin J. Silverlight tops some dealers’ take on a new unit up ordering from various suppliers 


ae 





























ibout f 1 Spt ial something amt ‘ 
i | \} 
d give his store individualit So ALA). ial 
tear I t opening a & 10-cent store = 


opened a 4 & 9-cent store. By 1942 h 
ed from a modest East Broad Street loca 

it j D\ U-foot place down the street 

It then he dropped the 4 & 9-cent desig 
tion and adopted the theor Neve! put a 

t item in a space where a $1 item can 
Under this con ept of forward-looking 
merchandising, Cohen took on Sunbeam and 
then G-] In 1954 he moved to his present 
16 by 117-foot modern shop at | lm St 


Westheld L here hi treamlined pace 
ing allots 90 percent of one front 

ndow to som 0) electric housewares item 

\ the 15 percent of hi inside vall and 
1 pace is turned over to three tiers of 


nd a Sunbeam merchandising di 


iter at the front of the tore 


Profitable Omission 






| { ill ontext ot qualit mcr 
n i d in a store where CTVICE 
Ormation 1 ul it no extra cost,” 

\l { \ I ! pride it elf on it uS¢ of ; seene 
itive window and in-store di play maa 
painstaking demonstrations; and 

nplet tock ot repia ement part 
t ted ith this, there is one ingle a 
ion which Cohen regards as posi- ie 
th than negative merchandising ES 
W erate no service department of our een 
i W make 1) ttempt tu - 


parts whi h require extensive crv Sunbeam ae 
he skill of a trained technician. That's 


matt for electr housewa ervice de 


Short of this specialized staff service, Made 
America dedicates itself to expediting the 
efurbishing of electrics brought in for repair 





( tomers need only bring their units to the 
vhence daily deliveries are heduled to 


(Continued on page 103 


MANAGER COHEN twirls a Sunbeam iron in circles by grasping its cord. It’s typical of how thor 
oughly product features are mastered for proper demos 
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HOW 10 
SALVAGE THE 
OVER-EXTENDED 
CUSTOMER 
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Some people who honestly would like 
to pay their bills just can’t. They've 
. LJ 

overbought, have too many bills, owe 

too many people. But you don’t want 

to take a loss and, often, you don’t 

have to because there are ways you 

can save both the sale and the customer 

\ VERY appliance dealer who has been in dealer » nothing to change debtor will probably be more fra 

{ business longer than 0 days knov or block common sense to union official than with redito! 

omething about overdue iccount teer the debtor towards the program that wall 

Most dealers who have been in business for a be mutually beneficial. Here are some WELFARE AGENCIES: A d 
period of years—and intend to stay in busi ources for the debtor in trouble, and what is actually indigent should be refer: to a 
ri have a system for collecting from slow they mean to both credit man and debtor velfare agency as a matter of human charit 
payers and catching up with skips, But what But most involved debtors are not thi 
do you do with a customer who has so far CASH LOANS: Outstanding debts can b class. Their income is normally sufh t and 
overextended himself that, even with the consolidated and a cash loan obtained to pay their credit is normally good (or they would 


best of intentions, there is very little likeli 
hood that he can work out and stick to a 
plan of payment 

You can, of course repossess ind take 
your licking. Or you can help the debtor turn 
to a source of outside relief and, in so doing 
salvage both your sale and your customer 

Once a dealer has determined that the rea 
son for siow payment or non-payment of a 
just debt is the result of severe over-indebted 
ness, he should then discuss the problem 
frankly with the customer, and show him 
where help may be found to relieve the 
debtor, and at the same time result in full 
payment of his obligation 

There are well established lines of relief 


open to the r-indebted wage earner, The 
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them off, leaving one obligation. If the loan 


is obtained from employer, credit umon, + 
similar source, the cost will be relatively 
small. If obtained from a small loan company 
it will be substantially higher 

Disadvantages are that the total debt 1 
usually too large for the debtor to obtain a 
loan large enough for a blanket settlement; 
repayment must usually be made in too larg: 
mounts for the debtor's budget; and hon 
estly overlooked and unlisted obligations 
often leave a fringe of troublesome bills 
idded to the loan 


LABOR UNIONS: Many labor unions can 
assist their members with personal problem 
or refer them to competent advisor The 
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not be in debt). 
In some areas, such agencies as lamul 
Service and Legal Aid offer assistance to over 


indebted workers. They charge littl noth 
ing for their services, since they are supported 
by Community Chests, United Funds, or 


private contributions. Properly their servicc 
should not extend to long-time involvement 
in financial problems of regularly employed 
and basically solvent wage earners. F urther- 
more, few such agencies could undertake ex 
tensive work of this nature without diverting 
their efforts from other community service 
for which they are estaGlished and supported 


BANKRUPTCY: Any debtor is entitled t 
relief under the bankruptcy laws. H in fil 


Continued on pag 7 
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Knox Street in Dallas, Texas, is only three blocks long, 


but the six air conditioning dealers 


who line it sell 8,500 units a season. 


That’s why it’s called... 


Air Conditiont 


By FRED A. 


lk the Dall t council ever want to 
hange the name of Knox Street, it could 


rename it Air Conditic:ang Row 

\long the three short blocks of thi ub 
irban shopping area in north Dallas are six 
dealers who, in 1956, accounted for 25 pr 
ent of the cit $000 retail sales of room 


ur conditioner 


Four of the store ell primarily air con 
ditioner A fifth specializes in them but 
move i large quantity of white good md 
I'V. ‘The sixth has a general appliance bu 
Lit 


If you were to ask any one of the retailer 


ill of whom are here competitor but 
friends, if they would prefer le ompetitioy 
you'd get a very emphatic: “No!” 

\s one of them points out 

It’s because there are so many of us tha 
ve enjoy good busine The competition 
keeps us on our toes. We are smart enough 
to realize that a price war would hurt u ill 
30 we trv to get a reasonabk profit With the 
price issue thus minimized, the close prox 
imity of our competitors forces us to sell such 
things as features, service, experience, V irict 
of units, store and individual personaliti 
Contrary to hurting us, competition stimu 
lates our sales and has resulted in attracting 
hoppers from beyond Knox Street’s normal 
trade area.’ 

Shoppers are well aware of the fact—through 
advertising and promotion, all heavily done 
by the dealers individually—that just about 
any brand cooler is available along Kix 
Street 


While parking facilities are not as good 
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GREENE 


the businessmen would like, there 1s still 
far more room than in the downtown area 
Lack of parking meters also is an asset Mh 
treet is easily reached from nearly any see 
tion of Dallas since it runs night off a mayor 
6-lane expressway Shopper in park if 
one end of the street, walk to the other end 
in search of an air conditioner, and not be 
worn out from too much strolling 

Knox Street dealers expect prospects to 
hop. ‘They encourage it, since it helps to 
publicize Air Conditioning Row. Dealers ar 
thus constantly cognizant of the need to 
ell away from price. No dealer tries to knoc! 
his competitor reputation, cither, for to 
do so would hurt the street reputation, not 
to mention the offended dealer's retaliation 

While it may be true that Dallas is one of 
the most heavily saturated areas in the coun 
try as far as air conditioning is concerned 
none of the dealers expects declining sale 
due to saturation 

“On the contrary,” remarks one of them, 
‘we fully expect to find more sales in the 
future—from persons who haven't gotten their 
first air conditioner to the person who want 
a second or third unit. In addition, there is 
ilso the replacement buver There are too 
many homes where central units would be 
too costly to install as compared to room 
unit And, of course, there is always the 
person who wants the latest model, All of 
us on Knox Street know this. ‘That’s why 
we want no lessening of competition. It’ 
i healthy stimulant to our sales and helps 

ure that many Dallasites will continue to 
hop on Knox Street.’ 


For details on how Knox Street dealers operate — turn the page >» 
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CAREFUL planning of displays by Bill Heslop, 
manager of the Good Housekeeping Shop, and 
the Brand Names Foundation award showr 
in the background are two of the store 


major selling point 





rede t ( 1 newcomer to Knox 

Street, but neverthele in important ta 

tor alo Au Conditioning Row. ‘The 
m sia itself a cooling and heating 


p ilist-—trom auto air conditioners to big 
utral unit i vartment md commercial 
onstruction 

his j est elling point re 


marks owner | up We feel we are best 
equipped te mpletel idvise customer 
on all cooling | blem is well as heating 

indi we have the qualified engineers to help 


individual need 


Ver ten I vant ooling hit t 
price | | i om unit won't do tl 
} \ i t tra t And 

in » ft t j i heat 
, ; r 





FREQUENT checks on his inventory of air con 
ditioners in a bonded warehouse are made by 
John Jordan. By buying in carload lots he 
can afford to warehouse and thus have ample 
units to fill orders 
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Good Housekeeping Shop is one of 
Dallas’ largest ipphance store It is also 
one of the city’s most prominent, having 
von the Brand Names Foundation award in 
1956 and being accorded honorable mention 


on other occasions. In addition, owner Sam 


Hag 1 ror member f the board of 
NARDA 
With this background and an unusual 
f brand name merchandise 
1] rane onsiderable re pect which 
i turn n lling point 
I] 1 firm believer im product know! 
fi I trained I tant] 
tribut ep entative ind at in-sto! 
t ted by manager Bill Heslop 
1] ; brand nam rh i 


{ ith th ooling unit. In other word 
ire ersatile enough to satisfy iny cus 
tomer requirement 
Jessup is a firm advocate of sales training 
nd product knowledge. He insists his sal 
men learn the products thoroughly and be 
iuse of this, restricts himself to four brand 
of coolers. In his heavy advertising program 
separate ads push auto air conditioning, room 
units, central units and heating. ‘This avoid 
confusing ads by running all of them in a sin 
le ad. It also allows more readership bi 
preading inserts throughout the pape: 
Another big advantage Jessup has is a 
e parking lot, something other dealers d 
ot have. Located right off the expressway 
tl tore 1s easily spotted by the heavy flov 


John Jordan ¢ me of the street 

dealers whose primary sales are in room 
iir conditioners. Units are displayed yeat 
und, though wh cold weather sets in, 
Jordan displays and sells ‘TN 


of two dealer vho 


iwner Jordan 1 ii 
believe in « irying multipl brands. He stock 

+ of them, though not necessarily each 
model in each line. He tries to carry the mor 
popular units within a line based on price and 
competitive quality. For example if tw 
units are similarly priced, Jordan tries to de 
termine (he admits it 1 combination of 
uesswork and knowledge based on years of 
kperience which might be the more attrac- 


t i: consumer in pert rmance Or appeal 
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conditioner displays and only a few of them, 
it that. He is more interested in quality and 
features. Lhe store ervice department and 
reputation is another asset to sales 


Store displays are unusually clean, wel 


placed according to appliance. Goox 
lighting does not put the focus on one item 
is against another. Window di 
neat and do not block a viev f the store 
Potted plants and 
1 t the beaut f th 


displays and tend to stress the merchandi 


overall floor display 


omfortable chairs ad 


quality ind good look 


“Beautifying your flo H 1yS, PIV 
you prestige which in turn gi ua sellin 
oint away from price and into q iality of 
the merchandis Ou 








KNOW your products, says dealer F. J. Jessup, 
right. That's why he and his men take time 
to learn the latest data such as is obtained 
from this traveling Worthington demonstra 
tion van 








Ince Thy ule of thumb ippu 
both the low price and higher price 1 cate- 
gor 

Jordan buys in large quantities. He not on! 
rets considerable ings this way, but he 
ilways assured of having the preferred unit 
close at hand when the heavy selling season 
materializes. He has some space for storag¢ 
it his store, but the bulk of air conditioner 
ire kept in a bonded warchouse. Jordan hg 
ures it pays to do this. On one line of 
iir conditioners, for example, he saves $1] 
per unit by purchasing in carload lots. ‘Thi 
easily covers, he points out, warehousing cost 
$4,000 in the course 


vhich run to roughly 


fa yeal 
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to Sell Air Conditioning 


With 12 different manufacturers’ brands 
played on the floor and a reputation as 
the oldest air conditioning store on Knox 
Street, Avalawn Radio & Appliance Co. enjoys 
a considerable business from customers want- 
ing replacement units or additional air con 
ditioners for other parts of their homes 
Co-owners Seymour Myer md Archi 
Cobb firmly believe the best selling point 
they have is their long list of satisfied user 


Dj t mail and a heavy newspaper idverti 
lule boosting sales and service ha 
helped to maintain the store’s reputation 
During the offseason, the firm keeps in 
touch with the public by a heavy mail 


ring to clean and storage air con 


>20—a low figure, admits My 






‘ 
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SERVICE is stressed by co-owner John Ander- 
son of Avalawn Radio Service. He’s found that 
satisfaction in this manner often brings in 
prospects for coolers who might have bought 


eisewnere 


hd Kel i ls 7 brand but he 
nak it a point to ffer his variety of 
ts based on what he considers to be 
t est its in performance 
since does not sell white goods and 


little merchandising of ‘I'V during 


the off-season, Kellum has found it profitable 
to take on 3 exclusive (for Knox Street) line 
id push them heavils 


Because I deal almost exclusively in air 


nditioners, I am able to demand and get 
lusive franchise for General Electric, 
Philco and Amana coolers. All these brand 
ire good ones with popular names as far as 
the consumer is concerned. By having the ex- 


e franchises, I can do considerable sell 
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but one which allows the store to cover ex 
penses until the selling season begins, An 
other service offered by Myers and Cobb is 
the moving of units from one house to an 
other if a customer should move. ‘This is an 
infrequent thing, the co-owners say, but it’s 
urprising how many persons remember the 
tore because of it. A nominal charge is made 
Decals of the various make units carned 
displayed on the window and the door 
Ihis.”” Myers say 
r Ou; 11i rchandi ( 
Another selling point is the fact that two 


indow units are hooked up in a sample win 


keeps the passerby aware 


ww setting and adorned by draperies O 
rospects can more accurately judge the looks 


f a unit in the window. 


Avalawn Radio Service has two owner! 
Harold Hedge 


clusively to sales, 


who devotes himself ex 
and John Anderson, 
who supervises service 

Though its biggest volume comes from ait 
conditioner sales, Avalawn moves a consider 
ible quantity of white goods and 'T'V. Its big 
est selling point, however, is the service de 
partment operation which is equipped to 
handle anything but stresses ‘T'V and air con 
ditioner 

‘By providing good air conditioning service 
when needed, we get repeat sales as well a 
iles through satished users. Our I'V re pay 
ilso provide us with leads on air conditioner 
We have tried to operate the service de part 
ment as efficiently as possible, not only to 


provide the basic income for the business but 
















ing to the street 
lines,” Kellum say 


Ihe dealer believe too, that when you 


hoppers who prefer thes 


have an exclusive franchise you thus concen 
trate and work harder to retain the franchise 
‘Thus, he points out, he concentrates on prod 
uct knowledge about the lines and become 
in expe rt in them, as well as air conditioning 
Another strong selling point, aside from 
being an air conditioner specialist, is the fact 
that Kellum has been in business for 10 years 


it the same location 


Suying in January in order to get the best 
Kellum is able to keep that 
price during the entire year and can, in turn, 
remam competitive 


po sible price 
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SEE HOW it blows! Co-owner Seymour Myers 
of Avalawn Radio & Appliance Co. has a 
demonstration unit hooked up as it might 
appear in a prospect's home—complete with 


blinds and draperies 





satisfaction of the sort that leads to 
sales,”’ Hedges remarks 


fo secure 


The store is a firm believer in direct mail 


and sends mailings as often as once a month 


Though primarily aimed to secure service 
business, occasional mailings on special pur 
chases of air conditioners or such needs as fil 
ters, the store is able to get good re ponse for 
sales as well as leads for future contact b 
phone 

“Though we sell a good number of air con 
ditioners, | am a one-man sales force and | 
haven't the time to hunt out leads o1 pend 
too much time convin ng prospect that we 
have good units, ‘That's why we stress serv 
ice. If you have enough people happy with 


your service, they'll be happy to buy from you 


to assure that service Hedges points out 





HAVING three exclusive brands—a selling 
point—-means that dealer Ed Kellum must 
work hard to retain this franchise. As a re 
sult, he often studies product knowledge in 
order to sell features 

End 
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An airplane is no luxury gimmick for Charlie Hoelck of Westerly, 
R. |. With it he regularly serves 500 winter residents, 8,000 sum- 


mer people on Block Island and makes money doing it 


ARRIVING at Block Island a rport, Hoelck meets his local contact mar ne BLOCK ISLANDER gets his new set installed the day after he 


ordered it. If 
together they transfer sets for delivery and start a day of service calls he later needs service he will get 


t at regular $4 rate mainianders pay 


? 


7 
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AFTER ten minute drive from his mainland store, Charlie Hoelck loads airplane with sets and tools for 12-minute flight to Block Island 


























| ind the belly ff p, Charli wilt model Ol pulling chassis and flving them back to ired. lHle transfers the ets to the plan 
plan nd davdreamed of blazing dogfight Westerly for bench work; delivering new capacity: three table models and a medium 
between Spads and Fokker In 1941. Mu receivers and picking up trade-in ized hi-fi phono or an upright console, on 
} ind Messerschmitt usurped the il! table model and hi-h md takes off 
nd davdreaming became strictly ersatz. ‘The Local Agent Sets Up Calls I welve minutes later, he sets the trim litth 
\rmy Aur Corp taught Charlie Hoelck to fl Most of Avery & Adams’ television work hip down on the Block Island. st Pp, some 
Now, in partnership with Ed Adams, whi on the island is set up by a contact man who 0 minutes from the time he left the stor 
lot. he operates Averv & Adams, Inc.., lives there and is himself something of a ‘I'\ By boat, the trip would have taken between 
Westerly firm solidly established in tel technician. He takes trouble calls and relay one and one-half and two and one-half hous 
on and whit goods retailing and the them to the firm The island contact also At the island urport, harlhie and the con 
design and installation of commercial air con ells ‘1'V for Avery & Adams, working from tact man place the sets in the latter's jeep 
ditioning and refrigeration, as well as dome pec sheets and using local user He's paid nd Westerl flying serviceman switch 
t heating i commussion of 30 of the net profit (price irom propeller to four-wheel drive to com 
Charlie still lo to fl ind | omething minus cost minus trade-in) on each television plete h ervice and installation calls, which 
le than shee incidence. Averv & Adam ile the ompan' makes on the island ften take him around the island : 
In vn in airplane—a_four-passengei When Avery & Adams has built a backlog Back at the airport, he loads the plane with 
Cessna 170. This is Heelck Block Island of five or six island service calls, and maybe vhat sets he may have picked up—perhaps a 
truck In it, he makes one flight i sale or two, Charlie Hoelck loads a company trade-in or two and a cha vhich either Fi 
to th land each week in winter. at least two truck and make the lO-mimute drive to he or his contact man ha pulled exchange 
pairin et 1 home W esterl Airport vhere the Cessna han ct in kept on the island to replace thie 
(Continued on page 106 
y 
WHEN HOELCK retur to Westerly airport he contacts his store office via FOUR-PLACE Cessna will hold three table models and a hi-fi phonograph. Trip 
110 his truck in start local calls without returning to store from store to Block Island takes 30 minutes, saves an hour over boat ‘ 
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SELLING TAPE RECORDERS 





3. 


DEMONSTRATIONS SELL 
390 A YEAR 
FOR A SPECIALIST 


In-store demonstration is the store’s best 
tool for making residential recorder sales. Hi 
l'i Lab is divided into a recorder section and a 


4 4 4 . Ps ig Vy co 0 s sectio So » 5 
Hi Fi Lab of Cambridge, Mass., sells recorders as high fidelity nig Rawty somponent sp ectcag peice 


peaker set-ups, plus several dozen tuners, 


equipment at prices ranging from $119 to $2,000 to both con- implifiers, F/M radios and turntables are wired 


nd ready in the components section. In the 


sumers and institutions By BILL McGUIRE recorder area, about 15 machines, including 


monaural portable built-ins, stereophonic 
pe rtable systems and consol ire ke pt opera 
tional 
. NIVE years ago, Ben Corey held a grand tape record ism t aware of any great With all thi equipment at his fingertips, 
{ opening. He was launching a car radio demand tor them, and doesn’t know how to uind de partment manager Mario Castillo 
pair shop in a Cambridge, Mass., base ibout creating one mt quite hgu in stage literally thousands of tape recorde1 
ment. ‘Today, his Hi Pi Lab, also in’ the it how to sell them on merit. But he know demonstrations. He can record music origi 
Universit ty, move om ) tape record technique that would sell sand in Arabia nating from any of the radios or turntables 
i year in a prest market largely made ittin th pr [hat omething no nd routed through hundreds of combina 
up oF mu ins, music and voice teacher ecialist ever expected to do tions of tuner implifier ind speaker H 
nigh fidelit urist nd ' i and ' Hh | Lab lls high fidelit I exact in play it back through eith the recorders’ 
Uist nr hat { th iccurat proc ion of vn eak in . % I tanding 
But Thi ba La tape init yu ic ( ( tock th nadusti nnest va fhe 
! Malt thy t Mh th ind n nds, | 1 model 0 CO the mat Many prospects alrea high fi t 
nificant half t lo with dolla tt ru if id unit it rare tems t vhich th vant to add tape dech 
Mi (OCI iy ! He a for the prest harket or built-in rect rom Hi Fi Lab’s larg. 
»>LI9t N ’ { aT ypinent of Hi | I ut lection of con nt Castillo n ott 
! | t I j rth B j i I eate ..4 ny hi t| iu t 
I th i] high fi { 1 th t n nstrat 
i Hi bi Lab do it format I nm care! rost isely what the r yume 
I] ( ian ul | ( I] { la hi-n at th when it installed 
to tract a tooth, while an ord Cam age Adult I:ducation (¢ ite! mad l’o both Ben Cor ind M Castillo. the 
itist will do the job for six buch from time to time at universit ind before tereophonic tape record 7 high fidel 
| 1 Ss} alist We'r cialist trad organization He ha written thre f furthest advance ind th is the type of 
! { ur | " ! know high fidelity { itis on high fidelit 1 fact vhich he nit the | to istom | int the most 
rds and frontward Nhat vhy we hakes no chort te need curate reproduction of nd availab 
tock high p dt ler push them lhe firm’s tape recorder market livided today 
them in volume to people who reall lmost equally between residential and indu l'o those who have pl nt f monev and 
ane uly need quality equipment trial custom Both groups know what they no do-it-yourself urge, they push a $1,470 
Becau A pe lize hi on \ it With the former it pure ungim mnsole equipped te play back stereo thr ugh 
n usual t more for ou wend unit ked mu vith the latte utility alone two separate peaker system ind to record 
than the ay 1) uy around the cornet Record ire hardly ever bought on impuls ind play back monaural sound. This unit has 
t I h i] t ih tand t hh La both radio and rd pla I) looking 





EDITOR'S NOTE; Preceding articles in this series discussed the sales methods used by a discount house and an appliance-TV dealer. The fourth and 
final installment describing the techniques which sell 150 units a year for a camera store will appear in an early issue. 
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RECORDER-HAPPY Ben Carey, owner of Hi Fi Lab, carries a display stock ranging from a $1,470 stereophonic console to a $123.95 portable tape recorder 


for both portability and good reproduction 
are shown three-unit portable stereo systems 
of two speaker sections and a recorder, listing 
for $800 to $900. Purists who prefer to 
“build” their systems by buying and wiring 
the components themselves can “go stereo” 
at Hi Fi Lab for about $300 ($130, if they’re 
willing to listen with « irphones). 

\t every opportunity, and in almost any 
price range, Corey and Castillo push stereo 
because they believe in it. Their best method 
of demonstration is built around special 
stereo demo tapes canned by leading manu 
facture 
rins with a history of recorded music from 
the 1900's to the present day, follows up with 


One particularly effective tape be 


layman's explanation of the stereophonic 
pn iple ind concludes with the sound of a 
DC-7 fiving overhead, recorded so realistically 
that listeners instinctively follow the invisib] 


PRE-RECORDED TAPE library at Hi Fi Lab includes 225 tapes, 
but the store does its biggest volume in blank tapes, of which 


it stocks as many as 100,000 reels 
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urplane’s path with their eyes 

Several times a year the firm holds stereo 
recorded demonstrations for selected clubs 
ind fraternal organizations. Castillo, who usu 
illy conducts these demos, keeps them on an 
educational, non-commercial plane. He slips 
in as much technical dope as he feels his audi 
ence capable of grasping, since he believes it 
impossible to discuss hi-fi in non-technical 
language exclusively. From time to time, he 
tops the demonstration tapes he uses to 
underscore or enlarge on a point 

When he’s done, his audience has gotten 
the entire stereo picture in easy stages 
They've heard monaural recording played first 
through a single speaker, then through two; 
monaural contrasted to stereo tereo sent 
through one speaker, then through the other; 
ind finall 


there” glor playe | through two pe ikers 


tereophonic sound in all its “you 
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SERVICE PROBLEM—which, with recorders, can be a big one 
at HiFi Lab with expert technician 
equipment 


rom these group demonstrations come im 
mediate and delayed walk-ins, as well as im 
measurable radiation 

Corey seldom advertises recorders, prefer 
ring to sink his ad money into publicizing 
his hi-fi operation as a whole, and the elec 
tronics parts business he also runs He pivots 
his recorder business on display, demonstra 
tions, stock (about 60 units are kept on hand) 
and service 

Hi Fi Lab’s head serviceman, John Betten 
court, has repaired recorders of nearly every 
type. Even expensive units are far from fool 


proof, he says, though there's a higher per 


centage of service incidence among low priced 
machine 
lo begin with, Bettencourt find cheap 
recorders poorly constructed Secondly, the 
people who buy them expect a great deal from 
them. ‘The machines must be able to record 
Continued on page tl 





has been effectively solved 
Bettencourt and an estimated $5,000 worth of 
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Announcing completely pre-set washing—the first major 


WASH-TO-ORDER FABRIC KEYS IN 1958 


Just one key pre-sets all these wash conditions to fit the type of fabric: 


1. wash speed 2. wash temp. 3. rinse temp. 4. spin speed 


Now the first ‘“pre-set”’ fabric keys join Each of five key settings pre-selects auto- 
Filter-Flo Washing in the pace-setting matically the right combination of wash 
1958 General Electric Filter-Flo Washer. and rinse water, wash and spin speeds to 


As simple and convenient for women as take best care of clothes. 


pushbutton driving, these Wash-to-Order Point out these advantages: synthetics 
Fabric Keys let your customers wash every come out without set-in wrinkles, save on 
type of fabric just right at the mere touch ironing. Clothes won't fray, last longer. 
of one key. No more guesswork Special garments can be washed safely. 
General Electric Compa: Appliance Park, Louisville 1, Kentucky 


More than ever you'll sell THE NUMBER 1 CHOICE WASHER 


AUGUST 


Every washable your customer’s family 
wears can be washed to order. 

Coupled with the original won’t-clog 
filter, Wash-to-Order Fabric Keys give you 
the surest traffic-building laundry in the 
business since the Filter-Flo Washer was 
introduced. Be sure this new washer is on 
your sales floor when customers ask for it. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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advance since General Electric introduced the filter! 


GENERAL ELECTRIC FILTER-FLO WASHER 


Touch one key—clo 


thes are washed to order. Each key selects the right washing combination. 





ee oe i Oo SYNTHETIC FABRICS SPECIALS 


waite oR “oO” 


WOOLERS 
s-TuRt j ’ 
tOrfrast Ccotoerrast ’ ,Y DELICATE 


Sttas 


* 8 @raetes 4 @o-minvtes 4-6 @t@eres 


THE FILTER THEY LOOK FOR 


No other filter has these easy-to-sell ad 


vantages. Removable, easy to clean with 
out brush. Works in plain view, won't 
. clog, won't spill lint back on clothes 
SLOW SLC 


WASH WATER WARM 
RINSE WATER WARM COLD COLD 


Filter-Flo Washers now come in 

four price lines. Call your dis- 

SPIN SPEED FAST SLOW tributor. Display these profit- 
making new products now. 
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Since cleaners have but one concealed moving subassembly they 


are among the easiest of all appliances to repair, but each of the 


three types—upright, canister, tank— has peculiarities of its own 


VIN | i | pphance Cl 
nN iceman t j vends both hi 


DACK ma il iilh a hie pul 
ire hi VOUR ! iuulil leanel 
pair call is a welcome breathe 
No bodily contortion irc om 
1 you can sit through the entu 
iob if you wish—for th ippl Lice 
in cent in 7 thin 
a | reach, m TT pace than 
that taken tabl newspaper 
Kram | din mized to 
he pLise i il i 
onfronted with a batt mechan 
il problem in ng a machine 
viich has but icealed mv 
i ubasseml 

Components 

bhi TL i iled moving sul 
issemb! ybviou is the armature 
t whose shatt ttached the su 
tion fan See hig | and 
hos part " vell a 1 cord set 
1 switch, and some type of dust re 
epta le mmon to eve ! 
ium cleane! [here are, however 
th broad issincation f d 
mest machine misrel tank 
ind upright ich of which ha 
yr peculia t of its own 
Canister Models. In most of 
these the not itioned ve 
ticalls 
And though in misters have 
bags like tho 1 tank cleaner i 


few manutacture 
bagles type In at least one of 


these wate: used to filter dirt from 


lave produ ed 
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SSH through the ma 
chine. Hence, instead ot emptying 
i dust bag with this model, the 
user pours off dirty water and re 


1 ] 
fills the leanne! 


ter pan to its 
per level 
Most bag-t pe canistel ire 
equipped with at least one mor 
hiter Actuall the bag is « hil 
ti 


lank Models lox 


motor ir 


ept that thei 
mounted horizontally, 
these differ little in neral struc 
ture from the foregoing. And both 
loth and di posable bags are used 


nn tank models, most of which also 


a it least one more filter 
Upright Models. Virtually all 

upright models you will be illed 

upon to service vill have motor 


driven floor brushes, belted to a 
pulley on the armature shaft. Some 
of the brushes have self-oiling sleeve 
ball bearings 

Ihe rest of the 


erating parts peculiar to most up- 


bearing other 


principal op 


rights are a handle-balancing spring 
ind/or a handle locking device (to 
enable the user to tilt the ma 
chine ind a mechanism for ad 
justing the nozzle to suit variou 
rug thickness 


the first two items 1 


[he operation of 
too simple 


to warrant further discussion. Three 


tvles of nozzle adjusters are worthy 
f mention, however 

One type, which has been used 
DY many manufacturer comprise 


in adjustable rear caster which may 


be readily raised or lowered by the 
user to tilt th 
slightly and thereby vary 


entire machine 
the dis- 
tance ketween the nozzle and the 
rug. Another style, also in wide 
spread use, has its front wheel axles 
adjustable yoke 


raised Or lowered 


ittached to an 
which may be 
to vary the nozzle-to-rug clearance. 
Ihe third general type, 
few manufacturers, 1 
that it is intended to adjust the 
nozzle to the ideal po ition for th 
rug on which the machine is stand- 
tarted. 
[he cleaning tools, 


used by a 


iutomatic in 


ing when its motor is 
though 
tandard 


equipment, of course, 


vith tank and canister models, are 
usually listed as an optional acce 

ory kit for upright In addition 
to the cleaning tools, special at 
tachments—such as demothing, de 
odorizing, paint-spraying, and 


others—are available for many 
model 

[here is no point in our elabo- 
rating upon the minor mechanical 
features which distinguish one 
make from another, for we are 
dealing with one of the simplest 
of all electrical machines. Indeed, 
we may define a vacuum cleaner 
iny make, age, or model—as a 


powerful electric blower whose 
uction port is tubed to a nozzle 
ind from whose blast dirt is filtered 
ind deposited into a container. 
Simple as this machine 


though, a fellow might find him 
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EDITOR’S NOTE: Preceding articles in this series were How to 
Get Started (Oct. ‘56), Repairing Conventional Washers (Nov.), 
Repairing Automatic Washers (Feb. ‘57), Repairing-Rotary Iron- 
ers (March) Repairing Electric Clothes Dryers (May), and 
Repairing Electric Ranges (June). Tear sheet copies are avail- 
able while they last. Write Editor, 
330 West 42nd St., N.Y. 36, N.Y. 


Electrical Merchandising, 


pairing 


By P. T. BROCKWELL, Jr. 


elf out on a limb if he doesn’t 


observe certain precautions and 


use orderly ervicing methods. Ac- 
ordingly, the suggestions which 
follow are intended not only to 
highlight such precautions, but 
ilso to help you work out methodi- 
il testing and repairing technique 
for whatever brands you may be 


illed upon to service 


Minor Service 


Will Not Start. When you con- 
nect and turn on an upright model 
headlight 
whose motor remains silent, you 


whose comes on but 
can be rather certain that power 
is reaching the machine and hence 
the motor may be ailing. In such 
haking the 
from side to side to check for car- 
bon brush failure. If the motor 


putters and makes an effort to 


cases, try machine 


start, you may consider renewing 
the carbon brushes and springs, 
but this is not conclusive evidence 
that no other trouble exists, for 
the armature or other related parts 
may be damaged. For further in- 
formation on this point, see Motor 
Service 

With that exception—and since 
1 vacuum Cleaner cord usually suf- 
fers much abuse—you may reason- 
ibly suspect cord failure in a “‘si- 
lent nonstarter.” ‘This symptom, 
of course, points also to the possi- 
bility of an inoperative switch, 


worn out irbon brushes,  dis- 
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Suction port 
, 
a 
r 
t t inn n an th bottom assembl Moreover full speed in an ettort to blow out 
the armat Ih ome tanks and canisters have d whatever is blocking the hose. ‘This 
t 7 faults as well as “hum tachabl rd sets which simplific usually work If not, use an cle 
) tart vill be discussed making a continuity test with thes trician’s fish tape to pull out the 
ter Votor Service models obstruction. 
I} ] It ] to pinpoint Most otten the foregoing step When one kind ot hose begin 
tch I irbon brush vill enable you to locate an open to wear out, its inner lining col 
t 1 on the cleaner and rcult If not, you'll have to ex lapse ind flutters, thereby partials 
t it t yur portable series pose the switch terminals in order blocking the passage and causin 
teste nediat if te making to continue the test. You will then in intermittent lapse of suction \ 
tion of the rd be able to check the cord vitch veal pot easily kinked and n 
tch for obvious damag ind motor separately in tanks and ticeable from the outside, usuall 
4 test np lights when you inisters; and the cord, switch, and eveals such a rupture. Renewal of 
t it”” cleaner to the down the handle” in upright the hose is the only remedy for 
t th 1 good chan that Cords, burned off at either end that trouble 
th ord l broken nay be cut back ind reconnected | VO OI three hairpin or th li} 
ig it u might have if the rest of the set is in od ometine vedge crosswise in an 
t t momentarily th ondition, but under no ircum upright model exhaust orifice 
t the fractur If so late tances should you splice the cord vhere they will trap a mass of lint 
t f eA ie point or another except in a terminal en losure ug wool, hair, and dirt, ultimate! 
ntle push-pull motion Switche hould be renewed if blocking the passage completel 
tl first at one end and they are faulty in any respect. Be 
the Che lamp will pecially careful that you presei 
flick vhen you handl the original connecting method of 
the break If there i two speed witch 
n you manipulate Shocks. Grounds are likely to o 
the « try the same treatment ur in a connecting enclosure after . 
t! t of the cord. If vou in amateur has attempted to s 
test wright, don’t forget ice the cord or the switch In such 
nclude this test th hort istances, take time enough to put 
rd which nnects the motor to the job in order—renew or rework 
ha virin vhatever is necessary—to climinat 
r t test lamp does not light the menace 
onnect the cleaner, Insufficient Suction. When 
. 
k first the witch bv clicking tank or a canister cleaner fan 
uma t a flick un to full speed but there is little 
licat witch trou or no suction at the hose end 3 
nor ) try nnect the hose in order to de 
hine from le to termine whether the suction is more 
If t ut Ca ish nearly normal at the intake port 
pull test on the on the cleaner. If it is, you n 
in the ding be sure the hose is clogged. If 
Vith upright iaving in see no obstruction in eithe 
) nnector in t notor end and no external eviden f 
dilv isolat in open ollap ing of the hose ittach it t 
t ty nh nl th DiovV Or } rf va 
: ; eee he blower port, put the free end FIG. 2. Characteristic of upright models 
t itdo ind run the machin t shown in this sketch 
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FIG. 1. By following the line of arrows, 
beginning at the suction port, you con 
trace the flow of air which passes 
through the bag and the filter before 
it enters the fan chambers. Note the 
arrangement of the multiple fans, typi 
cal of many tank and several canister 
cleaners, The diffuser is a stationary 
fan which faces in the opposite direc 
tion from the others and is fastened 
to the fan case which surrounds the 
motor. 


ho trouble to detect, 


This fault 
for the bag will be extremely slow 
to inflate—if it inflates at all. To 


lear the passage, mer ly disconnect 


the bag and you can pull out the 


obstruction with your finger 
Will Not Pick Up Lint and 
Mhreads. ‘This complaint is rare 
vith canister tank ind straight 
uction upnghts becau their ru 
nozzie ire usually fitted with a 
ither trouble-free stationary brush 
ombing device to loosen 
tubborn parti les of lint and the 
like which do not always yield t 
uction alone These parts are read 
ily accessible and quite simple to 
idjust or renew. Indeed, in most 
ises Where a stationary brush wears 
nuit, the user will buy a new one 
ind install it herself The “comb 


Continued on page 121) 


is the single-stage suction fan design 
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Another idea from our 
Motor Repair Shop Reports 
that will help you... 


“The KLIXON Protector Is the 
Most Efficient Motor Protector 
I’ve Handled in 30 years!” 


SYRACUSE, N. Y.: That’s how Charles T. Russell, co-owner of 
the Russell Electric Co., feels about Klixon motor protectors. 


He goes on to add 


“Tt has been my experience that a burned out motor equipped 


with a Klivon Protector 1s a rarity.” 


The KLIXON Protector is built into 
the motor by the motor manufacturer 
In such equipment as refrigerators 
oil burners, washing machines, et 

they keep motors working by prevent 


ing burnouts. If you would like in 





creased customer preference, reduced 
Manual 
“ service calls and minimized repairs 


and replacements, it will pay you well 
to ask for equipment with KLIXON 


‘ Protectors 
utomatic 
Reset 

WRITE FOR THE NEW FREE INFORMATIVE BOOKLET, 


THE STORY OF THE SPENCER DISC. 











METALS & CONTROLS aj CORPORATION 


pence The yi fat DD on 2508 | t Street A ins Via 


KLIxON 





FIVE TECHNIQUES 


tim neck t t t 
ubs rough im according t t 


plan During the ob hie } i 


or readil ivailable to 

handle thie 

cn it nN i¢ I t! i 

r ctrician ad Wn tl 
f their ork. Th 1 time an 
mone iving ft Iq 1) 
Hin whe ub yuld i t t 
ror in " irpent t | 
in to move a stud o rab 


other minor change if De 

Tai i union man on the 
Selecting and working with sub- 

contractors is another management 

job for the kitchen dcealer-con 


tractor, Devlin work nostly with 
if ub Iti Ca hy ni ld 1} ta 

ish i close relat Ship that in 

») idvantageou | if 
In tl first i t i 
b } th i ) ntractor 

vyhose men und tind kit 

modeling and with i 

put through him thie nen ik 

more expert at handhng your t 

k Th tri t 

nm ana 1 lik th I 

jum ber if yur nen 

t cle ha iad pla t i | t 

experience in on t non 
th tar litte if rob Nn than 

those ve otter them on a kitchen 

remodeling job. ‘The sub-contractor 

vork loser with you when he f 

that ou al not dashin round 


ectting bids on ever job that on 
up And it doesn’t give the ub 


license to overcharge on our jot 
cither, because i 1 general on 
tractor you should know th t 


in each trade well enough to kno 


vhen thev are out of line. Worku 


with one or two sub-contractors in 
each field help too, with ul 
timating. You becom familial 
with the particula ntractor 
vorking method vu | vy most 


f his journeymen and how tl 


rh OU ATIOW hy tt pe 


How to Make Money 


sell hi-f 


tying in wit records throug! 


What’s the best way to 
nt, through hi-fi shows, b 


tore demonstratior or 


sed, they n ght Wi 6be jood 


Emerson's Hi-Fi Profit Not 


TORY STARTS ON PAGE 6] 


problem that ] 
kitche dealer faces in handlin i 
deling job He must know 


ince of having his men 


it tl on hedule—regardless 
rth y f the job or the amount 

if k that has to be done on that 

trip Hie has to be the typ: I 

busine nan who, while he nust 

Hab pront will keep hi ) 
mupetit t help the kitchen 

i nect mpetition ind 


1 reputation for future work that 


| 
th vill share in. And he must 
price nsistently—following a 
ti idy markup—not pri i 
ording to how busy he is. Unl 
the b-contractor feels that In 
lat is! vith the kitchen dealer 
i | nutuall profitabl 
! t then he is not the ¢ Dp 
to work with,” Devi 
t 


The size of the sub-contracting 
firm is not critical, except that it 


should be neither too big nor too 


small, Devlin. The giant firms 
irc not mized to handle a sul 
ont t of th ize that a kitchen 
leak tt hile th urb-st 
nt ed on to have en ’ 
1 ible to tal re ot th 
deal iceds on schedule, Devlin 
t ntractor is a larg but 
not int. firm, his plumbe 
mall t ll manned outfit 
Be ( f his clo work with 
mlyv a few ib-contractors, Devlin 
do iot find it necessary to bring 


the sub to every job to get a frm 
nn the expcricnce of work 
tos m many jobs, Devlin 
knows how to give the sub-con 
tractors’ estimators the exact data 


they need on position and type of 


clectni ervice, location of VCI 
ind wat liane ct ind from th 
im perience im working to 
rether the subs are able and willing 
to rel ) Devlin’s data and mak 
hirin | ¢ from the plans. When 
thi nditions that ar oft 
ib is expected t t 
th t quoting a price () 
th Devlin gets a 
; ly 
to | tract End 


s . 
musical instr 
heavy adverti: ng? Properly 


as yot ee in Howard 
in the 
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All these selling points § 


only in General Electric's Book-Shelf” Freezer 






a 


| 


<s | FS, . 
4 NI } ] , ) 
ty! } yk j 


} 4 » 


No rummaging . . . food doesn't get buried 








and “‘lost.’’ It's up where you can see and 


reach it easily. 








Easy as taking books off a shelf! Puts fwice 
as much food within easy reach as a com 


parable size cheat 





Takes only half the floor space of mont 











chests. Only 30'5 inches wide fita mont 


kitchens, easily 


‘ 


C)| <4 


18-CUBIC-FOOT 


“Book-Shelf”’ we 
\ | FREEZER 











Six refrigerated surfaces not just four 
\ “cold” walls, so food freezes faster 





Six more General Electric extras that help you SELL 


“Straight-Line’’ Design —fits square into a cor against defective materials and workmanship 48 hours after power interruption 
ner lines up with base cabinets gives a on entire freezer, (2) four additional years’ pro Preference for General Electric Surveys have 
bu in’ look without remodeling tection on the sealed-in refrigerating system, shown that most American housewives believe 


Magnetic Safety Door—opens easily vet 3) three-year written warranty against food General Electric makes the best electrical ap 
closes securely spoilage up to $200 due to freezer failure, or pliances —and that’s a selling point that’s real/y 


Mix-or-Match Color Choice — lets customer har failure to retain adequate low temperature for hard to beat! 


monize freezer with kitchen walls, cabinets, 


other appliances 


Progress /s Our Most Important Product 


Favorite Conveniences — 20-juice-can dispenser, 


) 


gallon ice cream conditioner, sliding basket 


for bulky items, choice of right- or left-hand 
door pening E E T 4 I 








3 Warranties |) one-year written warranty 
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get your share of “DOLL ARS 


ot 
Le Fay 


” 


i 7 with the new 


a . ile 
TT Cy UE 


: 


NO BUMPY 
THERMOSTATS 


Big National Ad Campaign 


fj 


\» Tie 


dntom Wor. 


f 


Single or double bed 
size, single or dual 
controls, All double 
bed size blankets can 
be used with either 


aes | ae 


ASK YOUR DISTRIBUTOR ABOUT THE 
“ON-THE-SPOT” REPLACEMENT POLICY 
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Rlonbeta 


2 great exclusives 


~~ 


= oD) 
NEW "FLORAL ON WHITE” NEW KING SIZE 


A fresh, new decorator styled blanket in 
white with a pastel floral design to round 
out a complete color selection. This excit- 
ing new blanket may be had in double bed 
or twin size with single control, or in the 
new king size with dual controls. 


To satisfy the new trend to oversize beds, 
Universal Automatic Blankets are avail- 
able in the new King Size. Zippered up 
the middle, it may be easily separated into 
two single blankets, each with its own con- 
trol for use on twin beds if desired. 


Famous UNIVERSAL Features Help You Sell! 


EITISTIITITI LTT Pil) ate 
z 


ELAS ASSASINS g 
Pa 


Eg 
2 
2 


ca 
r - 
4 


UT@matec BLANKET 


Rebs BB ADA 


U AAAAALAAAAAALAAd 1010) 4101) LLL Adda 


New Electronic Control Miracle Blanket Fabric 


The most advanced control on any blanket. 
More sensitive to temperatures, gives even 
heat over the entire surface of the blanket, 
adjusts to any weather change. Operates 
without old-fashioned thermostats. New 
super-thin wiring lets blankets drape better. 





Developed especially for Universal, this 
amazing new blanket material is washable 
and mothproof. High, luxurious nap and 
wide, wide bindings for extra beauty. In 
four decorator colors to match any bed- 
room color scheme. 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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THE WASHER-DRYER 


STORY STARTS ON PAGE 68 


‘ 
femb dé 
I 


Comparing gas-dryer typigs vet vt 

é ( models, Mr. Millard h tumbler-tyy 

ight now i vo models hav 
one in favor of el lo nt stream of filtered 

L000 homes, 1: ra vat t i lothe i th 

electric. However, 1 

where progressive gas utiliti ailable with clecti 
ire actively promoting gas laund diving svstem here aré 
quipment uch as Lo Angel vo general ty pe of drying action 

cago, Kansas Citv, Mo.. the ¢g | ter condenser type ind 
models outsell electri yi r-exhaust type 

RCA-W hirlpool in its repor ll models are highly flexible in 
tockholders May 21, 1957 i ratu It i po ible, for in 
that two-thirds of the RCA-Whi nee use the washer or the 
01 combination washer-drv drvet parately as well as in com 
iles ha been to famuli ith bination. Single and dual control 
imnual income = of pushbutton ind illuminated con 


00; more than 43 percent trol panel pro\ ice in infinite 


facts about families that previously owned iri if flexibility in both wash 
vringer-washei in additiona ing and drying cvcle For in 


percent did not ow: | 1 the wash cycle it the 


(R) oe ! | 
= iny kind urn of a dial or push of a button 
' © Probably the outstanding feati it is possible to select proper wa h 


of toda ombination wash large. medium or small 





dryers is the amount of floor spa | or delicate or regular 


that ex [ ° h th ved. Individual washer and drv fabri ilso po ible to pre 
p ain W y ey ipphan es installed ide-by-sid O hie oiled clothe or to 

e for instance, occupy four or mor kip that if it is not needed. 

mean extra profits to you |! "i re" pincs Suh Mic ong a he ahs 
binations take only from 27 to 3¢ temperature and the proper time 

inches, depending on the make in be pre-selected for various fab 


the amount of physical lab ri¢ from delicate synthetics to 


What is a Flex-Vent Kit? ived with each wash load is ar regular corduroys, towels etc. Som« 
An all-in-one package containing everything needed to other desirab'e feature. ‘The con featur ingle low tem 
vent a dryer a length of Flex-Vent tubing, a weather bination washes and dries an en etting, while others pro 
proof aluminum vent hood with automatic damper, an tire load in a single continuo ide as many as five different set 
operation. It is no longer nec i Some have tumble-onh 
: to lift heavy wet cloth ron lrip-dri ettings; all dryer 
Is venting easy to sell? vasher to dryer to complete th veles feature a cool-off period 


Yes. You can sell a Flex-Vent installation with every laundering proc ‘1p tn water heaters water ant 


dryer when you show your customers how venting pre oe ' verase veto ers, bleach dispensers, il 


interior wall flange, clamns, screws and directions 


vents dampness and untidy lint and fluff price for 19 is approximat lun | panels to keep track of 


5500) compares favorably w eration fluorescent lighted 


What do housewives like about Flex-Vent? 
They like the looks of this gleaming white fiber glass 
: : ce \ ito c W Hcy lint rom \ IS \ CI 
flexible tubing it adds to the beauty of the dryer. And " EM omar : ish and rinse water 


: rage e i inmuars wa r feature Mar model 
they like the fact that it’s washable easy to keep clean — ; | , = = , wah 
elect ary ra r | iiabk 1 che 


Will Flex-Vent fit all dryers? dryer, $ ) xterior finisl End 


Flex-Vent Kits are made up in four types and are de 


price of tw eparate laundry ipp Nel filters to screen out 


signed to fit all dryers. They are approved by all leading 


dryer manufacturer: 


How does Flex-Vent hold up in service? 
Beautifully. In addition to being flameproof, it 1s also 


guaranteed not to rust, corrode or break 


What about installation? 
You can install Flex-Vent in a matter of minutes. Step 
by-step illustrated instructions are included in every kit 


Where can | get further information? 
See your appliance distributor or parts jobber or write 


Dept SH 


Flex!ble Typing 


CORPORATION APPEARING ANTENNA 


WE CAN'T SEEM TO FIND IT, BUT IT HAS 71 MOST UNIQUE 





GUILFORD, CONNECTICUT © LOS ANGELES 64, CALIFORNIA 
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featuring a family of new 3 
COMPLETELY IMMERSIBLE == i stissCt 
APPLIANCES - 
AUTOMATIC HEAT CONTROL, _& 
. 
q 
x 








DoMINION 








Vege!) vale | 
CONTROL 
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” «tt i 7 
+ \ 
e > 
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Plugs into the new Dominion Fry-Skillets and Portable Griddle 
provides temperature range to 420 . Easily detached so ap 
alk gd me, ; pliance can be Guickly and easily cleaned. Signal light tells when 
icy heh Pet : ; : ‘ correct cooking temperature is reached. Model 501—$4.95 
ae 7 | < 
fT uet ae a he 
ri : 
i tt i ah ‘ 
Rages 
© 
4, 
Py ; 
} 
Ay 


New sales appeal... priced to sell fast with full profit margins. Call your Dominion distributor now! 











riddle 
0 ap 
when 
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perials! 


e new DomiINION Im 


thes 


Co pre 


Automatic 
Coffee Maker 


aluminum with 
annodized ed base. 
cups of regular 
or instant coffee. Flavor regulator, Electric-Autom 
indicator jewel, graduated cup 
immersible to 
capacity. Controlled heat provides 


markings. Model 1607—$19-95 
Jewel signal light, E- Z Cook Guide. Com 
odel 2219—$24-. 95 


atic Fry-Skillet 


ng. Laree family size 
ture range to 420 
lished alum! 


Polished 
contrasting 


Brews 4 to 10 
asy clean! 


tempera 
plete with po 


end of handle for 


num cover. M 








Full-Scale Advertising 
Network TV and Radio 


you through colorful advertisements 
in top consumer magazines such 
as BETTER HOMES AND 
GARDENS, HOUSE BEAUTIFUL, 
GOOD HOUSEKEEPING, 
LIVING FOR YOUNG HOMEMAKERS 
. and on network TV and Radio 
programs including QUEEN FOR A 
DAY, STRIKE IT RICH, IT COULD 
BE YOU, STAND UP AND - 
BE COUNTED, PRICE IS RIGHT, 
TRUTH OR CONSEQUENCES. 


Attention-Getting 
Counter Card 


Displays Dominion's 
new colorful national 
advertisement. Build an 


appliance display 


Special Window Trim Kit 


Turns street traffic into store traffic. Makes 
your store head 
Special kit contains everything 


around it and watch 


profits grow 
Dominion appliance 


quarters 
for an effective window display 





“atti ipatate et xt ae ‘ F 2 


in Consumer Magazines, 


Dominion appliances are pre-sold for. 













Tie-In Newspaper Ad Mats 


A complete selection of mats in various 
sizes on all Dominion appliances to help 
you build your local promotion. 


Colorful Sales Sheets 


Special selling sheets illustrate each 
Dominion appliance and provide at-a-glance 
reference for features, advantages, prices 


Dramatic 
Displays 


Colorful new 
display designed 
especially for the 
new Dominion 

2 to 6 cup 
coffee maker 
helps customers 
sell themselves 
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THE OVER-EXTENDED CUSTOMER 


a petition in general bankruptcy 
or under provisions of Chapter 
XIII of the National Bankruptcy 
Act. In either case, the rights of 
both debtor and creditor are clearly 
defined and their protection is in- 
sured by the federal courts through 
which the action must take place. 
In general bankruptcy, the 
debtor places his immediate assets 
before the court for allocation to 
his creditors—with some exemp 
tions for personal needs. ‘The cred- 
itor may examine and question the 
bankrupt in detail and seek to un- 
cover any suspected hidden assets. 
For the average wage earner, the 
end result of general bankruptcy is 
high cost of relief and some im- 
pairment of credit. For the creditor, 
the end result is usually time wast 
ed, expense, and little or nothing 
gained. Also, he'll hesitate to re 
new credit relationships with the 
discharged bankrupt, but some 
competitor will do so gladly, since 
the debtor cannot take this re- 
course again for at least six years. 
Under Chapter XIII, the debtor 
lists his liabilities and assets and 
presents a plan for composition and 
payment of his obligations out of 
future assets—his future earnings 
The creditor has a right to ex 
imine the debtor and to accept or 
reject the plan presented for pay 
ment of his bill. The plan must be 
accepted by a majority of the cred- 
itors in both number and amount 
of obligations, and one large or 
several small creditors can block 
the plan. If accepted, payments are 
made through a trustee named by 
the court, and when the plan is 
completed, the debtor is discharged 
from bankruptcy 
A large percentage of creditors 
regard Chapter XIII proceedings 
as a waste of time, and even though 
many will not oppose a Chapter 
XIII plan, few will actively favor it 
Some will dodge the action by the 
imple means of claiming “fraud” 
in obtaining credit, usually because 
of failure to list all obligations in a 
financial statement. Such creditors 
get first crack at the debtor’s in- 
ome, and this may cause payment 
through the trustee to lag 


CREDIT ASSOCIATIONS: In 
Om is¢ ke il cre iit i ciations 
will assist the debtor in working 
out an equitable plan of composi- 
tion and liquidation of his obliga 
tions. There is usually a charge of 
ibout five percent for such assist 
ince. This would be a wonderful 
lution except that relatively few 
credit associations can or will carry 
out an effective program. Also, it is 
important that the confidence of 
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the debtor be obtained in order to 
work out a satisfactory program. In 
this case, his confidence is weak- 
ened by the fact that he has been 
pushed hard by some members of 
the association, and foresees just 
more trouble if he reveals his prob- 
lem frankly and fully. 


CREDIT COUNSELLING: 
Many employers, labor unions, 
credit executives, and credit bu 
reaus refer over-indebted wage earn 
ers to professional counsellors, in 
areas where such services are avail 
able. Other debtors find their way 
to these offices because of personal 
recommendations or in response to 
advertisements 

Credit counselling offices hay 
for more than 25 years established 
an Outstanding record of assisting 
debtors out of the mire of insol 
vency and have arranged payment 
of millions of dollars to creditor 
in consumer obligations that other 
wise might have been written off a 
uncollectabl 

Wherever credit counselling off 
ces operate, most credit men have 
been approached at one time ot 
another and asked to cooperate in 
the working out of a program for 
the debtor. Occasionally an adjust 
ment of the debt is sought, eithe: 
by return of merchandise or by a 
partial write-off of the debt. Usu 
lly, though, it is only asked that 
some adjustments downward be 
made in amount of payment to 
enable the debtor to manage an 
overload, and although a_ litth 
longer time than contracted for i 

















needed to liquidate the debt, pay 
ment in fullis planned. Frequently, 
the only consideration that will be 
needed will be a temporary reduc 
tion in size of payments or the 
skipping of a payment until the 
program is fully underway. 

In principle, this credit counsel 
ling program is the best possible 
means of completing a contract be 
tween a retailer and an overbu 
dened customer. Since it means 
usually full settlement of the ac- 
count, with no collection cost, it 
would seem ideal from the credit 
man’s point of view. But often that 
point of view is distorted by lack 
of understanding of credit counsel 
ling in cases where it is new in 
an area or in the credit man’s ex 
perience or by unsatisfactory experi 
ences with credit counselling pro 
grams 

lor while many credit counsel 
ling offices have established an en 
viable reputation for service and 
integrity, the business is also vexed 

like many others—with unscrupu 
lous operators whose intent is to 
make a fast buck on someone else's 
misery and who don’t care a whit 
whether bills are paid, programs are 
completed, o1 debtors are actually 
helped back on their feet. 

Such operators usually, but not 
ilways, work just within the law 
They prey on hard pressed debtor 
ind chisel on sincere creditors, 

Il herefore, the credit man should 
think twice before referring an ac 
count to, or before entering an 
rangement through a credit coun 
ellor 

If a credit man agrees too readil 
to a credit counsellor’s propo il 
he may just be extending the prob 
lem rather than helping it, and be 
faced still with the question of how 
to collect an honest bill honestly 
md justh Yet if he rejects the 
proposal because of ignorance ot 
prejudice he may well be injuring 


“| DON'T CARE IF YOU ARE A DORMEYER DISTRIBUTOR, WE'RE STAYING” 
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both his employer and his cus 
tomer 

Ihe answer to that is simple. 
Credit counselling has become, like 
credit reporting, credit granting, 
and all the other factors mvolved, 
an integral part of the consumer 
credit structure of modern retail 
ing. Remove credit counselling and 
vou would have to find some other 
and untested, similar service. For 
credit involves not only the grantor 
and the taker but also often the 
adjustor. Few contractual relation 
ships can be consummated without 
adjustment. Return or exchange of 
merchandise is often an important 
part of a retail transaction And 
adjustment of payment agreements 
is often an important part of credit 
merchandising 

Therefore, it is imperative that 
a good credit man know what 
credit counselling is and how it 
works, and further, that he knows 
how to decide when to cooperate 
with a credit counsellor and when 
to reject him 

Credit counselling is a service to 
assist people in the payment of 
debt (and payment of debt is what 
the credit man wants). It is avail 
able at reasonable cost to the debtor 
in many cities. There is no cost to 
the creditor. The service includes 
setting up a workable budget for 
the family, planning a program to 
pay all just payments promptly and 
fairly from the family income, 
woiding bankruptey, and reestab 
lishing credit. Those principles are 
the basis of good credit, of course 

Most credit men will cooperate 
with a debtor in trouble. The diff 
culty is in making this cooperation 
effective when it is done individu 
illy. When it is done collectively 
ind the debtor's end of the bargain 
is fully established, the result is 
good is ha: been proved 

Costs for the service vary with 
the location and facilities of the 
counselling office and with the ex 
tent of the debtor's involvement 
ind the work required to free him 
A typical counselling firm in Chi 
cago charges an average of 12 per 
cent of the total amount of the 
debt for its services, and a maxi 
mum of 15 percent on difficult 
cases requiring three years or more 
to conclude. Because the cost of 
ervice is low, payments to cred 
tors are larger than when too much 
of the debtor's income must go for 
the expense of keeping him out of 
trouble. 

I'he office cited has, in 25 year 
of service, managed some 16,000 
debt load ind today carries an 
iverage of 600 in process of liqui 
dation. The individual debt load 
iverages about $1,800 and require 
in average of a year and a half to 
completely liquidate. About $500 
O00 a year is paid to creditors b 
this office for the accounts of it 
lients 

Kighty percent of the client 
through the years have liquidated 
their obligations in full, while 

(Continued on page 9% 
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WASHER SALES 


WIN Her Confidence 


with better Information 
























Regardless of 
Brand or Price... 


each of the 3 basic types of 


washers is, provably, the 


right choice for many users. 
Where can the washer pros- 
pect get reliable information 


on this vital subject? 


“New Guide Book 


Dexter washers are now 
equipped with a startling new 
16 page booklet, “How to 
select the TYPE of washer that 


‘ 


is best for you.” It’s worth 


any dealer's time. It will help 
you make “plus” sales based 
on increased customer con- 
fidence that you “know what 
you're talking about.” 


DEXTER DEALERS 
ARE PROSPERING 


WRITE 


today for your 
copy of this 
vital new 
booklet. 





FAIRFIELD, IOWA 
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nearly 20 percent have partially liq- 
uidated theirs, and a few have 
fallen by the wayside with slight, 
effort to make the necessary adjust- | 
ments to get out of debt. 

As for the sharp shooters in the| 


| field, the credit man can do a real 
| service by actively opposing them 
instead of just ignoring them. 


The American Association of 
Credit Counsellors, representing 
member offices of high integrity 
and ability, pledged to a strict code 
of ethics, has provided information 
that has helped officials to prose- 
cute illegitimate operators, and has 
sponsored laws passed or pending in | 
a number of states to license, regu- | 
late, and supervise credit counsel- | 
ling operations. ‘The association has 
also worked closely with credit bu- 
reaus and other agencies to stamp | 
out abuses in their field of service. | 
C. V. Neal Jr., 413 Tenth Street, 
Des Moines, Iowa, is executive se 
retary of the association 

Before accepting a proposal from 
any credit counselling office with 
which he has had no experience, 
the credit man should 





eCheck the financial standing 
and business reputation of the of- 
fice or of the individuals conduct- 
ing the service 


@ Investigate the record of a 
complishment for both debto. and 
creditor. A reputable office will 
gladly furnish facts 


@ Demand that the debtor has 
been given a clear written state- 
ment of all charges and terms of 
the counselling service. (If too 
much of the debtor's income goes 
to the counsellor, too little will go 
to the creditor—and to the debtor.) 


e Establish a complete under 
standing of what the counsellor 
will do to complete a satisfactory 
program, with payment in full of 
all just debts involved 


@ Demand a satisfactory explana- 
tion of the debtor’s position, extent 
of indebtedne:s anticipated in 
come, family needs, and any other 
pertinent factors. Do not, however, | 
expect a detailed report of individ 
ual obligations and personal mat 
ter 


et xpect that the debtor will get| 


a written, detailed budget analysis | 
which shows that the counsellor’s | 


are warranted. This is the 
basis of a workable program 


SCTVICCS 


e Insist that a workable debt-| 
paying program be completed and | 
presented to creditors before any | 
fee is accepted by the counsellor 


@ Expect an honest effort to pre 
serve good relations between debtor 
and creditor to carry the program 


to a successful conclusion End 
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WHERE WILL YOU BE SITTING 
WHEN THE LIVE BETTER ELECTRICALLY 
FALL PUSH STARTS? 


This Fall, during the peak buying 
season, Live Better Electrically will 
spearhead the biggest promotion in 
electrical history — to stimulate con- 
sumer interest in electrical living and 
boost demand for the appliances you 
sell. 

158 manufacturers have pledged 


ELECTRICAL 
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support in their national advertising 
and promotions. Each month an aver- 
age of 2.5 million lines of newspaper 
advertising will be placed by local elec- 
tric utilities to pre-sell your prospects. 
Distributors are being notified of the 
merchandising opportunities ... news- 
papers are planning special electric- 
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living sections... retailers, contractors 
and banks are organizing plans for spe- 
cial events. All this adds up to more 
buying interest in electrical merchan 
dise, more selling opportunities for you. 

When the Fall Push starts, will you 


ALONE? OR... 
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WILL YOU CASH IN ON 





LIVE BETTER ELECTRICALLY 


WHAT LIVE BETTER 
ELECTRICALLY WILL DO 


During the big Fall Push, top national 
magazines—Life, Saturday Evening Post, 
Better Homes and Gardens will carry the 
Live Better Electrically story into more 
than 15 million homes across the country 

Timed with local utility promotions, 
these ads (shown below) feature cooking 
and kitchen appliances, laundry and clean 


ing appliances. They'll pre-sell your cus 
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LIVE BETTER 
flectrically 


Are you working too hard 
on Mondays ? 
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Put the power of nationally advertised Live Better Electrically themes to work for you. Merchandise, promote and sell all the brands 
you carry under this dominant selling theme. Start with your windows, then follow through in your floor and counter displays. 


tomers on the benefits of electrical living 
and set the backdrop for your own brand 
promotions. You'll boost your sales by fea 
turing Live Better Electrically themes in 
your own promotion and merchandi ing 
event 

On network TV, many popular show 
will highlight Live Better Electrically to 
40 million people. And brand-new Live 
setter Electrically commercials will pro 


mote specific appliances to tie in with local 


utility campaigns 

Now is the time to join the most power- 
ful selling team ever organized by the 
electrical industry. Make this big promo 
tional buildup pay off in your store. Plan 
a Live Better Electrically promotion dur- 
ing September, October and November 
No matter what you sell this Fall —if it’s 
electric, it’s going to move! 

Schedule your Fall promotions by the 


advertising calendar below 





COOKING — KITCHEN 


LAUNDRY — CLEANING 


HOUSEWARES 





LIVE BETTER ELECTRICALLY 
NATIONAL MAGAZINE ADVERTISING 


Life Sept. 16 

Post Oct 12 
3etter Homes & Gardens Nov. 

Post Sept. 21 
Better Homes & Gardens Oct 

Life Oct. 28 


NATIONAL TELEVISION ADVERTISING 
CBS Network — 9:00 p.m. Eastern Time 


COOKING — KITCHEN Oct. 6 
LAUNDRY — CLEANING Nov. 3 


Dec. l 








AUGUST, 1957—ELECTRICAL MERCHANDISING 























THE SUPPORT OF THE 
SELLING TEAM? 


WHAT MANUFACTURERS 
WILL DO 


158 manufacturers, three times as many 
as ever before, will be selling Live Better 
Electrically in their campaigns during the 
big Fall Push. They’re using national 
magazines, newspapers, billboards, mail- 
ings and a host of other materials to im 
press your prospects with the benefits of 
electrical appliances. On network TV, 
manufacturers sponsoring their own top 
rated shows will devote top-ranking TV 
time to the campaign theme. You can put 
the weight of the entire industry behind 
your local promotion by merchandising all 
the brands you carry under one dominant 
elling theme ... Live Better Electrically. 

Here are some of the appliance-radio- 
TV manufacturers who will back Live 
Better Electrically this Fall: 





ADMIRAL 
AMANA 
AMERICAN KITCHENS 


KITCHEN AID 
KNAPP MONARCH 
LEWwYT 





ARVIN MAYTAG 
CHRYSLER AIRTEMP OSTER 
CORY PHILCO 
DORMEYER REGINA 
FEDDERS SILEX 
FRIGIDAIRE SYLVANIA 
GENERAL ELECTRIC TAPPAN 
GIBSON THERMADOR 
HOOVER UNIVERSAL 
HOTPOINT WARING 
IRONRITE WESTINGHOUSE 
KELVINATOR WHIRLPOOL 
ZENITH 


WHAT LOCAL UTILITIES 
WILL DO 


94 of all the utilities in the country 
ire solidly behind the Live Better Electri 
cally program. All together they use 7,460 
newspapers, 267 TV stations and 1,321 
radio stations to sell consumers on elec- 
trical living. During the Fall Push, they 
will help retailers in many important ways 

by featuring electric appliances in their 
own advertising and publicity; putting on 
lemonstrations; planning community- 
wide events; providing retailers with kits 
of merchandising and display materials. 

Take advantage of the strong support 
your local electric utility can give to your 
merchandising activities. Call on them for 
help in planning a Live Better Electrically 
promotion in your store this Fall. 
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Add the selling strength of manufacturers’ product promotions to increase your store traffic and build sales. Display and adver- 


tise all brands of merchandise under the single selling theme of Live Better Electrically 





Make the most of your local utility's Live Better Electrically Fall campaigns by holding your promotions at the some time 


You'll sell more electrical products and build maximum traffic in your store. 
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Macy’s held a 
Live Better Electrically 
promotion... 


All six of Macy’s New York area stores held a storewide Live 


Better 


focused on portable and major appliances, radio and TV, 


Klectrically promotion during May. The promotion 


housewares and lamps. Full-page newspaper advertisements 
announced the event in 7 newspapers, followed by continuous 
advertising for an entire week. 

Live Better Electrically brightened windows on 34th Street 
and appeared throughout the six stores on sign cappers, counter 
cards, string tags and elevator display cards. Popular TV cook- 
ing expert Josephine McCarthy and manufacturers’ home econ- 
omists demonstrated cooking appliances. And, through the co- 
operation of the Borden Company, Elsie, the Borden cow, and 
her twins were on hand to highlight the promotion. 


19 merchants in 
Port Washington 
teamed up on one... 


Everyone who sold, serviced or financed electrical products in 
Port Washington, Long Island, cooperated in a Live Better 
Electrically promotion from June 6 to 15. The event was sparked 
by Long Island Lighting Co. to build the demand for electrical 
merchandise and direct it to local stores. 20-foot Live Better 
Electrically banners were hung across the main street. Dealers 
and contractors featured Live Better Electrically “specials” and 
set up displays around them. 

The local newspaper published a special 14-page Live Better 
Electrically supplement, in which the utility, dealers, electrical 
contractors and banks ran ads. High-school girls in Live Better 
Electrically dresses distributed an extra 1,200 supplements to 
commuters at the station. The utility supplied dealers with dis- 
play materials and the full-color 72-page Live Better Electrically 


Others have done it. So can you! 


RETAILER'S KIT N 


PT te eee 


Contact your local electric 
utility and ask them about the 
Live Better Electrically Re- 
tailer’s Kit. It’s packed with 


04444444 ¢ eee 


A444 6429644.°O"0 6 \ 
») 


/ special display and promotion 





materials that will enable you 
to become Mr. Live Better 








eee ee 


Electrically in your commu- 
nity and to tie in with the national campaign. Get your Kit now in 


time for the big Fall Push. See your local electric utility—today. 
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Macy’s main window on 34th Street displayed a wide variety of 


electrical merchandise under the Live Better Electrically theme. 


Herb Wexler, Merchandise Administrator for Macy’s, sums up 
the results with this comment: “A fine promotional sales getter 


... looking forward to a repeat performance on an enlarged scale.” 








Two of the Live Better Electrically displays on Main Street in Port Washington. 


“idea” book as a traffic builder. 

In just one week, the dealers reported substantial increases in 
appliance sales. They expect the impact of this promotion to 
carry over for several months. 


LIVE BETTER...£/ectrica/ly 


A united effort by everyone in the electrical 
industry utilities, dealers and distributors, 
manufacturers, contractors, builders, architects, 
banks — to increase consumer sales of electrical 
merchandise 





LIVE BETTER 
“Corpo” 


% 
+ 
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30% OR BETTER 


Newark service depots. Cohen and 
his staff will make estimates as to 
probable cost, nothing more. They 
can make no bones about delays, 
rarely promising returns in less than 
a week or 10 days. But customers 
are promised the unit will be re 
turned prepaid from the depot, 
with all charges emanating from 
there. 

“One manufacturer's policy is to 
charge customers for postage,”’ 
Cohen said about a recent incident 
“When we 


parture from what we consider nor 


discovered this de 


mal policy, we dropped the line.” 

When electrics are 
Made in America for- 
wards products to the depot free of 
charge. For products out of war- 
ranty the firm makes a flat charge 
of $1 for handling 

Recently a new Westfield resi 
dent brought in a Sunbeam frypan 
bought two and one-half years ago 


In one-year 
warranty, 


in Detroit and needing an over 
haul. For $1, Cohen forwarded the 
unit to Newark, promised return 
prepaid in about 10 days via United 
Parcel Service, and estimated the 
depot service charge at about $5 
I'he customer was delighted at the 
courtes\ 

“We try not to get involved in 
repair costs,”’ says Cohen. “If a cu 
tomer wants an estimate, we so ad 
vise the repair depot.” 

His handling of this new resi 
dent, however, reflects his standard 
approach, one that has been mak 
ing lasting customers for him for 


veal 
Parts and Demos 


Each week Made in America for 
wards a dozen or more small appli 
ances to repair depots. On top of 
that, the firm saves another 35 to 
40) customers depot calls by carry- 
ing a complete stock of replacement 
These 
include pumps for the most popular 
coffeemakers, mixer beaters, cords, 
glass indicators for about 30 stand 
ard percolators, gaskets, and so on 
They sell for 
cents to $4.50 

“We get full markup on all such 
parts,”” says This mean 
parts are marked 40 percent above 
cost. Since many volume operators 
decline to handle parts, Made in 
America is swelling its customer 
lists by providing this service to 
people 


stuck for service. “In many cases,” 


parts on about 100 items. 


anywhere from 10 


Cohen 


who bought low and got 


points out Cohen, “we have won 
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customers over to lines we carry, 
simply because they have been un 
able to get replacement parts from 
their original dealer.” Actually, on 
the sale of a coffeemaker pump the 
store can make $1.50, as much as 
many metropolitan dealers are mak- 
ing on a full product sale. The 
store’s average gross on 
about $1.25. 

Quick repair service is topped 
only at Made in America by: the 
thoroughness of _ its 
tions. 

Cohen makes it mandatory that 
his entire staff is familiar with the 
performance qualities of every elec- 
tric item in the store. In the case 
of Sunbeam appliances, incentive 
offers entitle salesmen to bonus 
products. Therefore each salesman 
usually qualifies for the bonus and 
uses Sunbeam appliances constantly 
in the home. This intimate prod 
uct knowledge goes into patient ex 
plaining, demonstrating, inviting 
customers to handle and get the 
feel of an appliance. No question 
is too trivial. ‘Time is not doled out 


parts 1s 


demonstra 


and, without waiting for customers 
to probe, salesmen will explain and 
demonstrate comparative features 
But each product stands on its own 
merits. Cohen would discontinue 
handling an item rather than make 
exorbitant claims about its perform 
ice. He feels he has nothing to 
gain and his reliability to lose by 
icting otherwise. Over a year ago 
he discontinued handling rotis 
series, partly because he himself 
could not in good conscience re 

ommend some of them to his cus 

tomers. 

“We noticed that the number of 
callbacks for repairs were growing 
excessive,’ Cohen recalls. “On top 
of that prices got out of hand. We 
know that a good rotisserie, with a 
good motor, a Calrod unit, and a 
sturdy cabinet must sell for at least 
$60 retail. But customers were con- 
ditioned to buy them for $30 less 
l'rom a space merchandising stand- 
point, we found they were taking 
up more room than they were 
worth. And they began creating 
service and quality kickbacks. So 
we simply stopped selling them.” 

Cohen leaves no doubt that any 
product which he and his staff do 
not believe in, that they cannot in 
turn demonstrate to a customer and 
make him believe in, is not worth 
carrying on the shelves. He will 
send his store manager, cousin Jack 
Cohen, to distributor showings. And 
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he does welcome missionary sales 
But in the 
main, it is still the responsibility of 
his staff to know each product thor- 
oughly, and to be able to demon 
strate ‘This individual re 
sponsibility is so strong at Made in 
America that Cohen i 
about the use of factory 


reps on new products 


eac h 


selective 
demon 
strators in his store, even though he 
is entitled to them, 

“They take up valuable floor 
space,” says Cohen. “I'd rather 
have my own salesmen master the 
product. Then they can demon 
strate it themselves.” 


Sustained Momentum 


It may seem peculiar for Than 
Cohen to say he doesn’t know ex 
actly how many names he has on 
his customer list. But he claims 
he’s too busy selling them to take a 
tally. This reliance on sustained 
personal contacts to build business 
is a clue to his method of adver- 
tising. 

This means continuous, once-a- 
week store ads run in the Westfield 
Shopper, a weekly reaching about 
20,000 people. About every two or 
three weeks electric housewares 
copy will be featured. Most ads run 
} of a page, with full page units run 
only on special occasions. All of it 
is co-op, usually on a 75-25 per- 
centage basis. Holidays, Mother's 
and Father’s Day, and fall and win- 
ter vacation periods get special at- 
tention. About every four weeks 
Made in America also benefits from 
special mention in a column called 
“Around Town With Susan,” an 
editorial feature in the local paper 
with considerable selling impact. 

Aside from such direct means of 
sustaining business momentum, 
Chan Cohen troubles himself with 
various small matters, all of which 
have the effect of solidifying his 
business. He keeps active in local 


affairs—C. of C., Rotary, Red Cross, 


Blood Bank, Temple Emanuel, 
Westbrook Swimming Club. 


90 Percent Cash-and-Carry 


Even though 90 percent of his 
business is cash-and-carry, he is one 
of 300 stores in the Westfield- 
Plainfield Handi-Charge Plan, in 
which the Plainfield Trust Co, bills 
and collects on customer accounts. 
He meticulously records every re- 
quest for products which he either 
does not have or is running low on. 
From this “Want Book’ he can 
measure and keep ahead of cus 
tomer demands. He has learned 
that portable mixers sold as gifts are 
his best colored appliance movers, 
so he keeps these stocked 60 per- 
cent in color, 40 percent in white 
If he is out of stock on an item, he 


will make a phone call immediately, 
giving a customer an on-the-spot 
answer. And he operates his gift 


wrapping counter as a goodwill 


agency, Without waiting for cus 
tomers to press a request, salesmen 
at Made in America will inquire 
“Would you like your toaster gift 
wrapped?” In turn, a hired deliv 
ery service is used to make gift 
deliveries 

None of these extra courtesies 
overtax overhead exces- 
sively. In fact, like every other 
metropolitan Made in 
America’s owner is acutely aware of 
the key role low overhead plays in 
today’s retailing 


Cohen's 


dealer, 


That’s why he 
shies from an expensive separate 
service department, and why he 
keeps his staff to a minimum. On 
the other hand, he'd rather pay 
more for experienced, competent 
salesmen than clutter up his costs 
with inefficient help. Cohen him- 
self, his store manager, Jack Cohen, 
and two salesmen round out his 
force. A single handyman does odd 
chores and helps with gift deliver 
ies. Because he sticks to experi- 
enced help, neat but costly dis 
plays, and specific fringe courtesies, 
Cohen arbitrarily calculates he can 
not sell any product below a margin 
of 30 percent. He readily admits 
his store breakeven does not run 
that high. Where it levels off, he’s 
not saying. But metropolitan aver 
ages fall below 20 percent, rarely 
climb above 25 percent, Compared 
to such prevailing averages, there 
fore, Cohen's list price selling al 
lows for very comfortable profits 
indeed. 

Mindful of owner 


most 


Cohen's al 
fanatic adherence to mini 
mum margins and his willingness 
to dispense with products that 
yield less, he was asked recently 
“If, as a result of onslaughts such 
as that by Masters on G-E’s fair 
traded line, fair trade were eventu 
ally dropped on_presently-policed 
lines, what would you do?” 

Cohen's answer was as simple 
and straightforward as his merchan 
dising. “We'd analyze the new set 
of circumstances, find out at what 
margin levels those products settled 
out, and then decide if we could 
sell at the new levels. One thing is 
certain, If it meant any radical re 
vision of the policy of the house 
a change in our specialized servic 
ing and selling of quality house 
wares, for instance—we'd be forced 
to discontinue them,’ 

That's the guiding philosophy 
behind Made in America, a firm 
registering a 10 percent growth in 
volume each year—simply by stick 
ing to quality selling, and to adher 
ing to full list in 90 percent of its 
electric housewares sales. End 
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Here’s the greatest selling story on an automatic washer 


ever told and it belongs to Frigidaire dealers alone 


In tests recently completed under the watchful eyes 
of Americas most famous indepe ndent testing laboratory 

the new 58 Frigidaire Ultra-Clean Automatic with 
its exclusive 3-Ring Agitator—out-washed, outperformed 


all other leading national brands tested! 


And did so by such a sweepmg margin that even the 
lower-priced Frigidaire Model proved to get clothes 
cleaner—freer of lint—spun drier—than top-of-line com 


'- hewde ' 
wtitive models costing up to $175 more 
| | 


And that’s not all: With a built-in SudsWater-Saver in 
every model, at no extra cost—F rigidaire offers the greatest 
savings on record in hot water detergent electricity 


drying time —for the budget-minded buyer. Savings that 


cut washday costs almost in half! 





AN TRIE 


| FRIGIDAIRE IU 


RATED 


over 5 leading brands of automatics 


Add to that—all-fabric washability—with complete range 
ol special rinse and wash temperatures in Custom Imperial 
Models and new Automatic Tinting! 

Add to that—all-new Color-Keyed Control Panel Styling 
with all the beauty of Sheer Look design — and all the 
practicability of flush-to-back-wall installation — and 
choice of four brilliant colors sold by Frigidaire at the 


price of white! 

More news! New Frigidaire Electric Dryers so aptly 
named Fabric-Master, featuring “Wrinkles-Away,”’ 
that practically ends ironing of synthetics. 


And all this backed by the biggest advertising and pro- 


motional program on laundry Ith history including a 


smash-hit new TV network show. 


Yes, Frigidaire is loaded for 1958! Now, look to Frigidaire 


the dynamic leader in the home-laundry field! 


NOW—AUTOMATIC TINTING! 
And only Frigidaire has it! 


treakir 


ayy He, WES 
pad MOL 
"58 FRIGIDAIRE 


ULTRA-CLEAN 
AUTOMATIC WASHERS 
AND ELECTRIC 
FABRIC-MASTER DRYERS 


World's Fastest, ‘‘Savingest,"’ 
“Cleaningest’’ Laundry Pairs 
















E |ULTRA-CLEAN WASHER IS 


that the Pig Fein 


Exclusive New Color-Keyed 


3-RING AGITATOR Pam 


Entirely Different and Far Advanced , 
Over Blade-Type Agitators - 


LINT CHASER RING 


automatically “sweeps” away lint, dirt, scum 
leaves less lint on clothes than washers with 4. we 
filters that have to be cleaned by hand Pe 
- 
* 


CIRCULATOR RING 


is “traffic cop. Keeps clothe eparate | open 


fold ward igainst tanglir Kee them 








ing under water 


ENERGY RING 


vater into surgi 


— 
"= « 
= © « 
= « 
= « 


enti flex clothe 


Lon. the Poet Tame! 


An automatic washer line with its three 

big features—the 3-Ring Agitator, underwater P 4 
detergent distributor and built-in 

SudsWater-Saver—available in all models, 
even the lowest—at no extra cost! 


s 
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TV SERVICE ON THE FLY 


STORY STARTS ON PAGE 80 


latter). Then he’s off into the blue, 
banking for Westerly. 

Before he leaves Westerly Air- 
port for the store, he checks in via 
the truck’s two-way radio and takes 
emergency service calls that may 
have materialized on the mainland 
in his absence. 


One Tube Pays for Gas 


Hoelck is mildly sunprised at the 
suggestion that his airborne TV 
service must be a money-loser. It’s 





Beet 


GREATER CAPACITY QUIETER OPERATION not. The profit: from one circuit 


tube pays for the gas and oil con- 


Model 1901 Kitchen Ventilator for Hood or Ceiling inttones175) 45 on tana 


Te ow 6) 0 I eT” EO " aw wre we 


island service calls average $10 





THESE ARE THE TRADE-WIND PLUS FEATURES 


Interchangeable 
discharge with built-in Oual centrifugal 
back draft damper blowers 


apiece, and Avery & Adams’ flat 
rate is $4 per call for islanders and 
mainlanders alike. 

The airplane, a $12,000 craft 
purchased second hand by the firm 
for $5,000, is a perfectly legitimate 
business expense. The hangar fee 
at Westerly is $30 a month, but 
| there are no charges at Block Is- 
| land’s state-owned airport. 

Though the Cessna belongs pri- 
marily to Avery & Adams’ television 
sales and service operation, it’s used 
occasionally for emergency parts 
pick-up trips to Providence, 55 








The “standard” one | miles from Westerly; for flights to 


often copied, 
never equalied 


Beautiful new 


| 

| remote refrigeration and air condi- 

| tioning job sites, notably farms; and 

| to take partners Adams and Hoelck 
to important industry meetings in 
Boston, 126 miles away. 

The plane is of tremendous value 
to the firm in terms of radiation. 
Almost without exception, Block 
Islanders are steady Avery & Adams 
customers, loyal to a company that 


airtlo grille nm a Full capacity with goes this far out of its way to serve 
quiet aperation their isolated community. Many 


_ Pre-sold for you by 
the biggest national 
advertising campaigh 


Westerly-area mainlanders are also 
impressed by the flying service, and 
are happy to deal with a firm that 





Trade-Wind Model 1501 is the “‘standard’’ among kitchen ventilators. It delivers more 
usable performance with quieter operation. It's versatility permits easy installation in 
the ceiling (using the stunning new grille) . . . or over a range hood (using the exclusive 
slide-out filter). 


Remember this: Trade-Wind is the one ventilator known and respected by builders, 
architects, appraisers, home owners and prospects alike. 


Sill? }/ Wile hide ti tia Sc 


etemetey ate a. Stace PORE ithe. 3 


——- Sees eet te 








has its customers’ interests so obvi- 
ously at heart. End 


et O8L Mi iuns 
* Guaranteed by 
\ Good Housekeeping 


>| 





cK. | 
rr. SERVE 
APPLIANCES — 





“ANYTHING ELSE, MRS. HACKLEBERRY?”’ 
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Clamp-on 
type unit 












some of the 
HARD-HITTING 
FREE! SALES HELPS 





days time! 





fident of the potential.” 
Roy K 


Thorpe 


Silvis, Illinois 


. SICK AND TIRED OF 
HISELLING COMPETITION? 


Would you like to handle the world’s newest, most needed appliance .. . 
With a protected profit on every sale? . . . No price-cutting, no chiselling 
—and absolutely no service required? 


*Exclusive Dealerships are available for 


VIS 


WATER CONDITIONER 


(NOT A SOFTENER) 


Sold on 120-Day Money-Back Guarantee! 


Works on an entirely new scientific principle . . 
vents hard water scale . 
No electricity, No floor space! .. . 


Grew from dealer to distributor in just 60 


‘We sold over 60 units last month and the 
reception is so good we are sure Evis will 
become our major product. We are con- 


Evis Water Conditioner Sales Co 


No previous experience necessary. Easy to install without spacial tools. Low 
inventory. Fast turn-over. Juicy mark-up. Exclusive territory! Thousands of suc- .. 
cessful installations from coast to coast. ; 


needs No chemicals, No rejuvenating, 





























EVIS in-the-line 
type Fuel Oil 
Cenditioner 


. eliminates and pre- 


"We would like everybody to know about 
the remarkable results we've secured.” 

This large building management group states 
that after 60 days Evis proved to be a real 





maintenance money-saver. They have 27 
Evis units, in sizes from 114" to 4” installed 
in buildings ranging from 11 to 246 apart 


ments 


Village Management Co., Inc 
Indianapolis, Ind 





EVIS has a slogan that helps you open doors 
and close sales. These magic words are: ‘Wherever 
water serves you—EVIS saves you!”” You can tell 
this story to homeowners, business men, factory 
superintendents. There are sales ready and waiting 
on every side of you! Act now and cash-in with 





























Profit with the water-conditioning business! 
All the FREE merchandising material you need 
to promote the remarkable money-making EVIS 
story! And EVIS is a “natural” to get you into the 
home where non-competitive sales are easier to 
make. Forward-looking appliance dealers all over 


EVIS products. 


% Applicable in all states and areas where 
not specifically probibited by lau 






Ts 7y Supported by a 
‘4 GIANT NATIONAL 





DISTRIBUTORS: Get on the band wagon! Some choice territories are still available! 
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* 5955 M. Rockwell $t., Chicage 45, Il. 
@ Yes! ! want to find out quick how | can make money as an 
AD CAMPAIGN ° authorized Evis Dealer. 
that creates = 
a ame 
LOCAL SALES! pe 

Address 

o 
City Zone State 

a 














America are getting set with EVIS. Be the first 
in your area to sign-up and start-up today. 





THIS IS YOUR BIG PROFIT OPPORTUNITY. 
FILL OUT AND MAIL THIS COUPON NOW! 


EVIS MANUFACTURING CO. 








The sale is 
built in 


Universde 


Constant Comfort 


GAS HEATERS 


@ Revolutionary new 

















— 


heating principle! 


@ Guaranteed to outperform 
any other heater! 





This is it: 


pre-heated ceiling air is drawn in through the top by fan 
action, filtered, forced downward through the heater, and 
delivered through floor-level vents to rise again and flood 


the entire room with even, thermostatically controlled heat 


6 more Kaceedad Extra-Value features that help build in the sale! 


an 








y »" a 
— ’ 


ss . ) 
A 


New convenience! 


Simplifie d, eve-level controls 


New safety! 
F iberglas insulated steel cabinet 


up out of the children’s reach stays cool, and is safe to touch 


> _ = ’ 
| (ol 


New freshness! 
Heats and delivers only freshly 
filtered air— clean, healthful 





New comfort! 
One front vent and 2 adjustable 
side vents spread heat evenly 





“I : 
lt | \- 
— = J 


New space-saving! 


Fits in far less space than con 


New utility! 
Also operates as an air circula 


ventional type ‘space heaters tor during hot summer weather 











3 Models Provide Just the Right Amount of Heat for Varying Needs 


A Product of CRIBBEN & SEXTON COMPANY 
Makers of Famous Universal Gas Appliances 
700 North Sacramento Boulevard, Chicago 12, Illinois 


CALL YOUR DISTRIBUTOR 
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GROWING SOAP BUSINESS 


drug store both crate On a soap 
margin of | 124 to 15 per cent 
Appliance deal n a different 
ctup have to have around 30 per 
Collpan 

hOOKCE int the idea of elling 
thi omer of the busin ther 
found that the Robinson-Patman 


Act interferre I he were ruled 
ott selling ti dvertised brand 

ry! nee } ‘ ' ce 
t ipphan ho pu hase 
them largel i pecial sal item 
only, because of low margin: 


lechnically this difference in di 
count levels does not interfere any 
more than price interferes with a 

¢ ike of hand Oap versus a 
lO¢ cake Ihe public reads into 
the markup that it is better and 
does not reason why 

some experts estimat that the 
i ive fam of four will use 10 
pounds of detergents in five to six 
vecks. If the sale of a 100 pound 

irton of detergents is made to a 
family (cost of $17.50) it will last 
them from 10 to 11 month It 


must be iid here, however, that 
the average sale runs from 25 to 


) pound 
Dealers Have Influence with Women 


One of the reasons for detergent 
package being packed in new 


vashing machine is due to r 


earch revealing that the appli 
ince dealer has a great deal of 
iy-so in which kind of soap the 
housewife is going to use to do 
her washing. He demonstrates the 
machine, and in expert in her 
eve It is this fact that has led 
to make deal 
with washing machine produ crs 
to put packag f their brands in 
the machine f delivery at the 
time of sale. So valuable is th 


large manufacture: 


ht, that on “ap manufactur 
| to ha iii a Wa hing ma 
chin fact $350,000 for th 
p ik for a n eal 

B Lunse or th Robinson-Pat 
man Act, applian dealers ha 
had me t ible in getting a de- 


tergent icka | for their own 
ticular use. However, with 
plants in operation, as reported by 


the Soap ind Glycerine Produce: 
Assn., this is a minimum difficult 


Shows Bring Them In 


M. C. ‘Twigg, appliance mana 
of the Rockford Standard Furni 
ture Co., 'n Rockford, Il. is a ten 

ir veteran in soap selling and 
move from { t 1,000 pound 


i month 

I'wice a month Rockford Stand 
id puts on a washing machine 
how to a captive audience gleaned 
from one of the various churche 
Cost of this audience is 50¢ per 
50 people, and Mr 


I'wigg estimates the evening show 


pel on uy t 


AUGUST, 


and Mina 


T957—ELECTRICAL 


STORY STARTS ON PAGE 72 


ets the store back around $75, in 
cluding door prizes and refresh 
ment 

Mr [wigg does not advertis 
the washing machine show or giv 


it any publicity in its fixea spac 


in the ‘Thursday new papers or in 
the yuirse of a Saturday morning 
if 1 
Because the tore occupi i 
ad tactors building out on IIith 


Street, in Rockford, it is slight 
out of the war ind he feel 
promotion gets a lot of peo 
icquainted with the idea of com 
ing there 

To put on his washing machin 
how, he usually gets a home econ 
omist and has the crowd assem 
ble around 7:30 pm. No attempt 

made to sell people but a th 


ough demonstration of war il 
way bring up pro pect md 
ometim ictual sal At the 
onclusion of the 45 minute dem 
onstration and talk, cal ind cof 
! ire erved to the wudicn 


vhich sits in the applian 
partment 


Customers Expect Delivery 


One thing Mr I'wigg ha 
overed is that customers expcct 
the detergent to be delivered to 
them A woman innot car! ! 
25 pound par kage around with lhe 
much I 1 50-pound package 
But she will drop into a. stor 
and order a repeat, and it is some 
thing that the service man can 
plant when he happens to make a 
service call 

[he Rockford Standard Furni 
ture Store sell 


ers a vear, and nearly half of the 


wound 600 wash 


owners are buying laundry det 
nts from the store, which n 
it a profitable mall deal 
Mi Ruth Fuhs, hom 
mist with Arrow Distributing ¢ 
4990 W Madison St., Chica 


vho was an origina) member of 
the Detergent Company, est 
rate he and her associates ha 
put on 120 shows plugging syn 
thet oap during the past ten 
veal Chey are the most effectir 
means of interesting the publ 
ind the dealer, she says, and should 
be considered by any retailer think 
of soap promotion 


In the Middle West son of 
the dealers who have been selli: 
oap for a number of years a 
Lecuver of Kankak Ill., Barrett 
Hardware ( Joliet, Ill., Apy 
ice Re pal Compan of South 
Bend vhich ell on ton } 
month), Automatic Washer S 
ice Co., Chicago, Beverly \] pli 
ance Ci Chicago, Robeson D 
partment Store, Champaign, IIl., 
Lee Appliance Co., LaGrange, III., 
Department Store of 
Hammond, Ind End 
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LIF YIN 


Chatham 21° 
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The new ‘58 Du Mont 
¥ Collector Series offers so much more in powerful 
service-ftree performang e, authentic decorator 
styling and realistic pricing that you may neve! 


need this closing argument 


“Sir and madame, you wouldn't dream of put 
ting a synthetic hardboard cocktail table or a 
metal end table in your living room. Why do 
it with TV? Du Mont gives you fine furniture 
quality —living room quality —with genuine 
hard wood cabinetry, Take pride in your lis 


ing room-—Take DuMont! 


4 no all 


And — knock on wood — Du Mont give Ou 


a real profit! 


* Over-all diagonal measures 
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TWO GREAT NAMES 


New Features... New Sales 











EXTRA SAFE HEAT from any wall 
plug. New portable Universal-Electresteem 
automatically provides supplementary heat 
for only pennies a day. 


8-Section Model (left) $44.95 retail 
10-Section Model (front) $49.95 retail 


Both models in three smart colors — green, 
walnut and gray. 


The faster you order...the faster you profit... 
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COMBINE TO BRING YOU 


...New Satisfied Customers 


{ UNIVERSAL ( 
Slectresteem 


PORTABLE AUTOMATIC STEAM RADIATOR 




















Better than ever, the Universal-Electresteem is faster-selling than ever. 

This portable electric steam radiator plugs in like a lamp. Has dozens of 
applications. Ideal for homes (from attic to cellar), motels, summer camps, farm 
buildings, garages, offices, hospitals, industrial plants. 

For profits, too, Universal-Electresteem is designed right, built right, and 
priced right! Heat up the next cold season with sales. Use the convenient coupon 
below for full information. 


New tubular type heating unit. Stainless steel. New handsome oven-baked enamel comes in three 
Heats faster —lasts longer. smart colors—green, walnut and gray. 

*% No fumes, no open elements, no piping, no noise, New steel shell is made of the highest grade cold- 
no worries. No attention required after initial rolled steel. Treated against rust and charged 
filling except water level check every 200 heat- with rust inhibitor. Transfers heat four times 
ing hours faster than old-fashioned cast iron. 









All fittings of the new Universal-Electresteem Universal-Electresteem belongs wherever extra, 
now have brilliant chrome plating. 





clean, uniform heat is needed. 








BUILT-IN THERMOSTAT NEW DESIGN AIR VALVE NEW EASY FILL DEVICE WATER LEVEL INDICATOR 
tugged and accurate. Makes the Redesigned to provide closer, Really new —and conveniently Finger operated (no wrench re- 
new Universal-Electresteem Ra more effective control. Result is placed where it belongs — close quired). Provides user with posi- 
diator complete in itself. efficient, balanced heat. to the top of the radiator. tive water level indication 





q ' 

; ELECTRIC STEAM RADIATOR CORP. Dept. EM ' 

' Paris, Kentucky : 

: Gentlemen. Please send me complete information about the new Universal * 

EN p ' r Electresteem Portable Automatic Steam Radiator with built-in thermostat i 
; NAME i 

‘ een 4 
} «ADDRESS ‘ 

ocr ZONE___ STATE ' 

1 i 

i | 

me me cme came rue em meen emcee ete 
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MoE than just another line of batteries 


...f0 cash in on the 
summer replacement market ! 





for transistor radios— 


— Mallory 
— ' Mercury Batteries 


ATTRRY) | 
| 


The thousands of miniature transistor portables that will be going outdoors 
this summer offer a big market for selling Mallory Mercury Batteries. 
For this is the amazingly powerful but tiny battery, pioneered by Mallory, 
Moereary | that helped to make these new radios possible. It’s the one battery that 
supplies the constant power that transistors need. And it gives far longer 
life, far steadier power, far lower cost per hour. 


tecommend Mallory Mercury Batteries in the new transistor sets you’re 
selling, to assure full satisfaction for your customers. And sell them for 
replacement with full confidence that you're offering the best in per- 


formance and value 





for vacuum tube portables— 


Mallory 
Zinc-Carbon Batteries 


Unexcelled for service and dependability in conventional portable 
radios and flashlights, Mallory makes a complete series of Zinc- 





Carbon Batteries. This line of precision-made batteries incor- 
porates more than 35 years of dry cell engineering and manu- 


facturing experience | 





Matiory Battery Company 
A Division of 


See Your Distributor for information, price ind prompt de Mi very on the PR. MALLORY & CO. inc 
Twin Line of Mallor Mercu Batteries and Mallory Zine-Carbon * 
Batteri If your distributor does not carry the Twin Line of Mallory 
Batteries, write or call Mallory today for the name of the Mallory Dis- 


tributor nearest to you 





MALLORY & CO. Inc INDIANAPOLIS 6. INDIANA 
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THE FAST-MOVING PROFIT LINE 


A Guaranteed Comfort, Convenience since 1888 








\utomatiec, 


KclU lve 


mart. fast mover immed with exclu featur 28 OOO to 


(V000 BT 
DYNA-DRAFT 


REGULAIRE BLOWER 


heat ath « mort Cor 

MIDGET PILOT 

to DO burns over 4 

MULTI-HEAT BURNER 
: ‘ ' Perfect 


Quick, EVEN HEAT 


Compoct ELECTRIC ROOM HEATERS 


eat, compact, completely automatic room heater ipplemen 
ting with maximun tures at minimum prices. Automatic 
( omlort Control, bouct ool ©; , al Pip-Over Switch and 


ix different mode! 


(Jutomotic GAS AND ELECTRIC 
WATER HEATERS 


ranteed. © or enient to eand conven 

made t 

our customer’ money Round and 
) | 


tric models, 20 through S82 gal. with 10 year war 


(through 55 1,5 and 10 year warranty mode! 








o serve long and well. More 





PRODUCTS AND 


Papel AVAILABLE EXCLUSIVELY 








"ROUND PROFIT LINE 


Imifi sit ae 


Oa B- 
_ | Avy. WINDOW AIR CONDITIONERS 


,ew streamlined models that completely condition the air... full 
powered units [or full powered cooling Slim Silhouette model 
ish installation, Low Voltage model 


Heavy Duty model 


for 
fl for household current, 
for large area cooling. Two 1 H.P. models, 
wo *, H.P. models, one 1 H.P. model, one 2 H.P. model...all 


easy to install 


2, OUTTA GAS RANGES 


ale for every customer a ‘‘Buyer’ from every 


and made to sell. New “ 
with the Brain,”’ Two-Piece Broiler 


Panel and many other feat 


“Looker.”’ Made to serve Burner 


,Giant Burners, Glass Oven 


ures. Two 36” models, two 30” models, 
one 20 model 


st A OUND ned ELECTRIC RANGES 


Kea VY to look al and Cassy to cool on 
I 


electric cooking at it he { 
ast movers with labor saving features, modern innovations and 
le clincher like ‘| hermal Kive Deep Well Cooker, 


Cooking, “Banquet” Oven, “ 


7 even Speed 


lele-View’ Windows, etc. Two 40” 
30” models. one 20” model 


models, tWo 


OHractive KEROSENE RANGES, 
STOVES, OVENS, PORTABLE HEATERS 


a profit Irom Rural and fast-growing ‘vacation mal 
rn, beautiful range 


with every po ible feature 


luding “No-Turn” Broiler and “High-Power” Burner. Quick, 
dependable, efficient cook stoves and ovens. Self-contained and 
convenient portable heater 


PROGRAM DESIGNED WITH THE DEALER IN MIND 


THROUGH CAREFULLY SELECTED DISTRIBUTORS 





ast Moving, Hard H 


MO MA MIS) 


IZ 


TION 
ADVERTISING AND PROMO 


\ 4% () eal’rs, has 
| ij ‘ y 
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ava f details. 
Perfection Distributors have full 
L' pe advert ny 


only fast-movers.. 
@ faster turnover. 


tributors carry products Priced 
for Profit... and Products priced 
for every customer. Perfection 
Dealers can make every sale... 
and make a Profit on every sale. 


and they get 


Perfection Dis. 
++ the modern way to 


ing with the Dealer 
Perfection Distribut 


Stocks... and they 
diately. 


sell... sell. 
in mind. 
Ors carry local 
deliver imme. 
Perfection Dealers carry 


DIVISION OF 
rs 7) 
ra INDUSTRIES , 


‘HUPP 
Cleveland 10, Ohio j 


i ae 
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SELLING TAPE RECORDERS 3 
er the shell... 


STORY STARTS ON PAGE 82 —_— 
rders and two of a TOASTMASTER 


peak for use in it mference 


room to prevent misunderstandings + Eloctrit 
in the negotiation of contracts with Automat c 
cliet With thi ile came an 


rder for $1,500 in blank Water Heater 


ire complex e store has built an excellent 

machines which tape business. Blank tapes far out 

ibsolutely constant ell pre-recorded tape because half 

running speeds, even the best ex- of Hi Fi Lab’s recorder volume is 


STARTING FROM SCRATCH, a Toast 
perien reakdowns and get out with commerce and industry. But 


master Automatic Electric Water 
of adjustment, Bettencourt say the firm maintains one of the area’s Heater is unique. Look, for instance, at 
Most troubles are mechanical in largest pre recorded tape libraries, “SS the tank thickness . . . that’s true heavy- 
origin, rather than electrical, he keeping 1 selection of 225 on dis P duty steel, hot-rolled for perfect round- 
continu item thet expensive plat il Retin sheath diel ness, with head and base units (and in 
| cks fluctuate, coming water baffle) separately welded 

corder ire more imply con cresting at about 100,000 reels, to the cylinder. 
structed and easier to service Corev savs Once the tank is formed, it is either 
radio tech who can do a Ihe firm has a substantial sec galvanized or glass-lined with lonodo- 
} glas* for protection against corrosion 
If galvanized, the entire tank is dipped 
tape recorder the form of owners who want to into pure molten zine . the final 
Bettencourt conclude tep up to higher priced mac hine: result is a sparkling, fully protected 
both have an electrical Hi Fi Lab takes their old units in tank that will last for years, under 
normal circumstances. If scheduled for 
glass lining, the tank interior is com- 
pletely coated—including all seams-— 


n i record changer hould ondary market for its recorders in 


basis of operation.” trade, runs them through the serv 


m has a minimum service ice department, and sells them eas 





f $4.50 an hour, and no ily 1 hie exception to this are old with pure blue molten glazing that 

ne while the customer expensive recorders, which Corey | defies rust and corrosion from any 

source. In actual practice, lonodoglas 

fuses with the steel throughout the en 
a 

tire tank interior surface ... while the 

uipment, including audio high-riding discounters in Hi Fi tank exterior is chemically treated to 


cille cope, sign il genera Lab’ ile irea. Corev lose no prevent corrosion damage from the 


outside. 
VIVM ind harmonic di sleep over them, because his cus , 

When the seasoned Toastmaster in- 
spectors have approved the tank for 
mmercial and in ping type He avoids direct com “ ow fabrication, whether ralvanized ofr 

! y , K 
‘ 


Bettencourt’ bench i terms a drug on the market 


th some $5,000 worth of Though there are two or thre 





t tomers aren’t the discount-shop 


° 
ile operation is petition imply bv not stocking the ? ‘ C) glass lined, it is attached to the heavy- 


Demonstrations brands featured by the major cut duty base by means of extra-heavy ‘J 
bolts which assure permanence and 
ity, because most peice house stability. Secondly, the money-saving 
ire familiar with But the basic reason why Ben heat trap, which prevents pipe cooled 
what thei Corev doesn’t fear the discount water from returning to the tank, is in 


Plant engineer house ic that he and his; mploye stalled. (At the same time, the famous 


1] 
usually igh f ity ‘ 
~Sye plan and ire high fideli pecialist Phe in position, if included in the fabri 
illation l'ypical know thei products—know how to 


nmercial account demonstrate them, know how to - Now the tank is tested hydrostati 


lonodic* pure magnesium rod is afhixed 
cation). 


independent re ell them. and know how to re ze cally—with a test pressure of over 


| 
ently pair them end 


; 400 pounds psi Jor a working pres 
sure of 127 pounds psi! Uf it passes the 
test, tank and base are ready for in 
ternal assembly. (See next month's ad 
for more Inside lacts about Toast 
master Water Heaters!) 





b og McGRAW-EDISON CO. « Clark Division 
1 5201 West 65th Street + Chicago 38, Illinois 


“ | * Toastmaster’ is a registered trade 
math of McGraw Ldison Co hu age 
i makers of Toastmaster’ Water Heat 
' 1 naster toasters and other 
ter ' Au 
! 
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Chrome 


Home Drink Mixer, 
White, $22.95 retail. 
, $27.95 retail. 


To 


We're dealing all along the line 


next purchase! In effect, a bonus profit of $5! 





Food Grinder, 
$39.95 retail. 









New “DEEP CLEAN" 
Cleaner, $79.50 retail, 
with attachments 





Large Family Size 
Automatic Fry Pan, 
$22.95 retail. 
Polished Aluminum Cover, $3.50 retail. 
Copper-Finish Cover, $4.00 retail. 








L—_ 


4 


." 
‘ 

[A 
é 
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Automatic 
Toaster, 
$19.95 retail. 








Food Mixer, 
White, $44.95 retail. 
Chrome, $54.95 retail. 


Electric 
Liqui-Blender, 
White, $42.95 retail. 
Chrome, $47.95 retail. 


BUY ANY 5-—AND GET A FIN! 


$5 in bonus protit—with every 5 you buy! 





~and you write your own com! With every five Hamilton Beach 
appliances you buy—at full discount—you get a $5 credit certificate good on your 
And you can write the same deal as often 


as you like! Pick any assortment of 5 appliances—and with each 5 you’ll get a $5 credit! 


Mixette, 
Colors, $19.95 retail. 
Chrome, $22.95 retail. 


New Electric Blanket with 
exclusive ““SLEEPIN’' BEACON" 
Control 

Twin-Bed Size, Single Control, 
$29.95 retail; 

Double-Bed Size, Single Control, 
$34.95 retail; 

Double-Bed Size, Dual Controls, 
$44.95 retail. 














HAMILTON BEACH | 


HAMILTON BEACH COMPANY, A Division of SCOVILL Manufacturing Co. 
RACINE, WISCONSIN 
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ANNOUNCING. ... 
a NEW Hamilton Beach 
Fry Pan! 










Medium Gift Size 
Automatic Fry Pan 


$4995 


+ . Q 
cis os, — “ . 
ES dis GO ‘ 
airy i 
hes act ~ 
‘de 
retail Vv en 
. 
Aluminum or copper- ' 
we ‘ 2 
_ tee a4, ” 
Finish cover oars 
e te gee 


We. 










Even heat 
distribution 


Immersible, a 
easy to clean Cover vent for 
moisture control 


Handle stays cool LE3 Ss 





es 


» . 
re, 
heat contol) 


THE LINE WITH 9 TO 1 SALES LEVERAGE! 


i lhe vas 2: nt sans in the business! 

























PILLSBURY'S 


Wed Luchleler 


cas-Tv 


\ 
\ 


a (NOTED FOR SALESMAKING” 


~ magazines ~ 


ee 


sell doubly hard + tor KNAPP@: MONARCH rp 








with exclusive 


wm fel: Bobo 


Only way to bake right at the table. 


Multi-speed control 











Cocryboay Ggpraciates The Faw 
KNAPP ©: MONARCH 


towers 3-4 MISSOURI 
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Vacuum Cleaners 


continued 


' 
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{ ' ty { 
' ' that 
i 
LOZ 1 use 
to t it pick 
r th machin nk 
' { ' 
i I) pap th 
hrst pa And this typ leaner 
ts m than it ha f abuse 
It 1 indiscriminately by some 
; 1)} 1 le ' 
Ii Pick up rn | pin 
‘ 1 
itton in nal tack and 


peen set 
latter. Obviously 
f the sharp OI pointed object will 
either get under the belt 


it in two or wedge in the 


inre | the ome 
ind cut 

| 
nozzie 
bru h whi h il 0 will 


ind jam the 
lestroy the belt. So with a revoly 


ing-brush upright which doesn’t 
picK up lint, you ma uspect some 
t vith the nozzl brush o1 
{ t. Here is an I iy t 
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h—that t ist flush 
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‘ lint 

If t t th 

n 

r 
iN in 

fa 

" 
' If 





ELECTRICAL 





MERCHANDISING—AUGUST, 


T ' mY rt 
] D 1 with a ista yport 
ee I 
ent h-be i Ss ant 
] + ; ] 
l ! i li LAKG 
' ' 
th ! idjustal 
; ] ‘ , 
| n ' I li tand ‘ l 


' ' ' 
N ' » a P 
' st 
' \\] 
+] : ' ' ' 
tor pulley so that th h 
in the it t 4 
I ish rotat ! ! 
i¢ in t ft tl t 
t lit I i mn lat 
the motor 1 tarted Man I 
lines ha It-installation instru 
tions either on their underside in 
ispicuous pla nside the su 
non ip Just mM ibe though 
that virtuall il] uum cleancr 
brush veep toward the reat 
Hard to Push. Almost invariab] 
vhen vou service a revolving-brush 
machine vith manual nozzle id 
ister) which fails to pick up lint, 
uu will find the customer has run 


the nozzle down to its lowest posi 
in effort to force the 


leaner to pick up clinging parti 


tion in uling 
uu should ex 
plain tactfully that an 


low nozzle position will make the 


ibnormall 
leaner extremely hard to push and 


il] not improve its cleaning action 


hate 
l'o find the ideal nozzle adjust 
ment for i specific rug follow thes« 
three step 1) raise the nozzle to 
ts highest position turn on 
the motor, and lower the nozz! 
idually « ntil i@ar th 
und tf compression it which 
time the motor accelerat notice 
Th vill indicate that the 
l ha Wed th Ii zie mou 
| i thie ra thre l i] nozzle id 
tment 1 th highest position 
ere np } i he u 
tained. Thu n both ru nad 
i h if ¢ If ¢ | t it h i] 
quite cle i ' + + | } 
i 
nt] 3 vept la h l I 
On the othe hand j 
tment | in ft t the 
d the l 
{] } 
C a } ' 4 
if rn j } 
' A { ' 
ill reme T 
Squeaks. 
the 
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that not I 
l the out r the 
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Inf equent 


the handle-fork pivot to t Pp 
ik the Just bn ure that vou 
ipe thorough] lean the utsic 


f thes part tor 
Emits a Musty 
1 +} ; 


Wat even a 


Odor. Ke p in 


' ' | t to the area 
t was picked up. In tanl 
iste me of th leaking 
t iught | 1 filter, but 
rit lod in the motor 
Renew the | in ich Ccas¢ ind 
i ti leaner has a hilt renew thi 


i 
t the ime time if Tt innot 
in it satisfactoril 


Handle Falls from Vertical Posi 


tion. Upright clean vlich u 
only a detent to lock the handle in 
iny one of several positions present 
no service problems in respect t 
that mechanism to one wh in 
tell one end of a screwdriver from 


Satistactor installation 


if a handle-balancing 


the other 
pring im cet 


tain models, however, 1 omethin 


else 

wizard 
ilmost to the 
undertakes his first 
pring job. Yet it isn't a 
if a few facts are fully 
Lacking specific in 
tructions, you may find these gen 


hie Ipful 


pring tension 18 ex 


ven a patience can he 


trained breaking 
pomt a hie 
handle 
difficult task 


understood 


eral suggestion 
The handle 
important 


tremely lor example 


ufficient tension should be pro 
vided to pull the handle te 


right position from about a 15 de 


it up 


gree tilt. With more tension than 
that, the entire cleaner may rocl 
back ird when the handle l low 


will fall 


Thi dium 


with le the handle 


| ichieve the happ 


vhen you load the spring, you will 
need to “wind it up” ibout one full 
turn with the handle fork in its ver 
tical po mon 


two places 180 degre 


, " , , 
handle-for} haft hich aff 
t }) i l idl ist if S 
thy ] ; " ; yt 
+ ‘ , t th , tl , 
that uom ef 
| hooking 7 it fore 
Metor Service 
\ } ‘ 
( Bef 
' r 
f ‘ 
{ { 
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Don't buck I 
bett to it { 
nost emba 
t into 1s t tart 
finish 
But though myn 


ts much 


TT lin th { f ot 

Ib liste T disasseml 

Will Not Start Assumin ot 
ourse, that p hing t 
motor | ut ) yx it yy 
lent nonstart ‘ have fault 
irbon brush Renewal of th 
part not usual in volved 
task, unl the old b i han 
» th t f 1 reach 
the brush i ' ' in 
either from the out tt 
moving a shroud 

If you can’t get th ld brush 
out without risk of damaging th 
ymmutator, youll ha to open 
the motor so that u can push 
them out. Make sure that the n 
brush lide freely in the slots and 
that the commutator 1 mooth 
ind clean 

Di rupted wining vithin the m 
tor i extremelh Tile uni ill thik 
teur has monkeyed with the int 


no}. 

bie ld coil failure i il 
mon. The coils may be 
eries with a 25-watt lamy 
hould be renewed if cithe 
When you must disce 
remove the fields, mark 
tion of the core and id 
leads, for if 


lead reverse 


you transpose 
rotation will 

An open-circuited wm 
illy can be detected with 
ing it. If the cleaner is cor 
en with 
when the 
mutator is brought im line 
bru hie hy 

A motor whi 


tart, may have 


hand turning 


h hums | 


orm bearnngs—if it is me 


1] 


m body will nL 


i upright md damage it 
With most up hits, af 
thre ti i } 

; haf } 
nature shatt 1 han 
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tested in 
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entif thre 
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result 
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“dead pot on the com 
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The new Tw 


95° 


Complete 

with scrubbing 
brushes and 
buffing pads 
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Light and easy. No trouble at all to lift 


ind « 





irry this lightweight floor polisher 
Women will use it all through the house on 
wood, tile, linoleum all kinds of floors 


2 ° 
went 
Scrubbing brushes make light work of 
special kitchen floor ca 
with the 


even necessary scrubbings to 


f 
“arr o% 
re. But frequent 
keep 


a minimum 


once-overs new polisher 





Comes to you in handy 


‘carry-home"™’ carton 
Easy to assemble 
handle, permits packing 
in 28" x 13" x 8" 1 


, 2-piece 


Ox 





PAGE 


122 
























































oo ro, B 
a 
tbe tb Bameye 





in-Brush Floor Polisher 


Look for the new General Electric Twin-Brush Polisher to electrify 
the whole floor polisher field—revolutionize floor care. 


This new polisher handles so easily, women will use it at least once 
a week—making it 


Here, at last, is a way to keep floors looking beautiful all the time 
without frequent heavy-duty chores. 


a “regular” for housekeeping. 














- 


Sweet and low. You can tell at a glance See how it stores with weight off brushes. 
that this new floor polisher is completely Saves space. Saves wear. Note those big 
functional. Gets under heavy furniture twin brushes. They mean easy steering 


and into hard-to-clean corners 





and no polishing marks on floor. 





Get ready for 
big sales when this lively 


ad in LIFE! announces the 
new idea in floor care. 


Commercials too, 
“CHEVENNE” ABC-TV network 





Progress /s Our Most Important Product 


GENERAL GQ ELECTRIC 
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The new idea in floor ca 


Now! Give al] your floors 
that “just done” look... in minutes 





What a JOY to find yourself forever free of frequent 
messy floor jobs! With the new Genera! Electric Floor 
Polisher the heavy duty chores come only twice @ year, 
yet floors look lovely al] the time 


Why? Because YOu spend g few fa8y minutes each 
week breezing through the house with your new General 
Electric Floor P; lisher. It ‘380 easy to carry —go easy to 
use. New modern design makes it easy to get into hard 
to-shine ¢ orners and under furniture Watch it Whip over 
heavy traffic areas. Even Stubborn scuff marks disappear 
like Magic! 

Get the new Genera] Electric Floor Polisher Give al} 
your floors that “just done” look — in minutes 


Genera] Electric $4995" 
Floor Polisher 


The C4SY-to-use Twin-Brush Polisher complete 


with “crubbing brushes and buffing Pads y 


* Manulecturer * recommended retail or Faiy Trade Price. Genere) / 
Electric ¢ MPENyY, Vacwum ¢ \eane, Dey ertment Houseweres 
and Redio Receive, Division Bridgeport 2 ¢ One tious 


« 
Progress /g Our Most /mportenp Predvs 
CENERAL @ Evectaic 
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On wood, tile and line 
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Handles easily ail through the house . 


Heum floors 
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A SUNBURST 
OF COLOR 
IN A TRASH 
AND GARBAGE 
DISPOSAL UNIT 


OY more 


colorful 
selling ! 


Majestic 
CUSTOM 
INCINERATOR 





— ~~ 
new 
model 
in the 
new 
line! 








® Modern styling in pleasing, 
functional design 

® Colorful beauty for kitchen 
or utility room 

@ Steel liners and grates 
guaranteed five years 

@ "Cool-Touch" air and spun 
glass insulated casing 


@ Exclusive air-pool ‘‘sus- 
incineration” 

@ Super-heated Turbo-Tunne!l 
for complete combustion 
® “Top-of-charge" patented 

downdraft air circulation 
® Concealed single-control 
grate and big ash drawer 


IMPERIAL 
‘ Re ponse to the new Majestic line of modern 
- incinerators has been so great that a new model 
mn brillant color by popular demand 

bein brought out six mont ahead of sched 

Automat ras-fired vith burner timer 

s taint teel flame distributor ind othe 
Miayest qualit feature it ombine id 

eae nced engineerin th modern « ippeal 





Write for full details on this unit 
or the complete Majestic line 





DELUXE 


The Wajestic/c.. Inc. 





473-A Erie Street Huntington, Indiana 
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| s a i ee i a a Bi li in, std en i el 


MAJOR APPLIANCE SERVICE 


STORY STARTS ON PAGE 86 


f f | t ift 
I t I h n 
n rt t 1 fan it tho retain 
| t trated in iut th tt-end puzz 
| | i t ! t tent that t 
t ttt tl } t ttem t 
t I the tf itt f 
t hat i fan tan tim an et t 
try j , ? ? + id rift 
ime purpose in an upright Ik ’ Kno 11C] i in 
A “humm ng nonstartet ho bef l tart \ I A I} 
field ind be iTitit ir¢ ound ind fan Ol fan nut vill ul rew in th 
Vhnos¢ irmature Call be turned direction t moro! rotation It 
freely | hand, may be lispé ted that mpl If the motor will n 
of having a burned out armature run, just remember that the curved 
Bearing seizure is by no means a tips of the fan blades point in th 
mmon fault in modern cleaner direction opposing rotation 
but it can happen. In such ca it Bearin ire no trouble to renew 


cane! Most of them 


idvisable to renew the bearing in today 

Shocks. Grounding sometime vill have either ball bearings or self 
1ccompanit oil failure whether it iigning “‘oill leeve bearing 
occurs in the fields or in the arma Assembling the Motor. After you 
ture. And carel pla ement of th have cleaned the parts, be sure t 
interior wiring during motor assem provide initial lubrication for the 
blv also will cause a ground moving parts and charge the } 

Vibrates. Worn bearing vill chambers with the kind and quan 
cause light vibration wherea i tity of lubricant suited to th type 
broken fan will shake the machin of bearing 
with such violence that it may bob When you install the end ip 
up and down. Between these two tighten the rews evenly, a littl 
extremes, a bent armature haft at a time, twirling the armatur 
running at full speed will impart an haft as you go along, so that if 
unplea int tingling sensation when binding occurs you can detect it 
you touch the cleaner. Renewal of before you risk springing the cap 


the worn or damaged parts is the or bending the armature shaft 


only remedy for thi To do a preliminary test on th 


Pulsating Operation, ‘This usually motor after reassembly, run it be 
points to a partially burned out tore you attach the suction fans for 
irmature—assuming, of course, that ifety’s sake 


| 


i steady flow of current is being d 


: Prove the Work 
livered to that subassembl 


Ixcessive Arcing at Commutator. When you have fully assembled 
If the brushes and springs are in the machine check it thoroughly for 
ood order and making steady con grounds and loose connectiens and 
tact and the commutator is smooth test its mechanical feature t 
ind clean, this a ould point toa to be sure that each re pt ids as it 
partially burned out armature hould. Before you do in Operating 

How to Open the Motor. I:ven test on your customer’s rug, though, 
for a semiskilled mechani i i don't rorget t in th vheel 
uum clean t hould not | particularly if i have oiled ther 
difficult t po I Know hy lest ou exch if in msignin t 
to rem thi t i fan Ih jucak Tor an expen q kind 


IT’S PAST HISTORY NOW .. . the greater part of your 
mer business, that is, and the time has come to set your 
ghts on fall sales. To help develop that thinking ELECTRICAL 
MERCHANDISING wil! devote a major portion of the Septem! 
to the entertainment mediums Radio Tele or 
Hi fF Your customers will be thinking along ft! 
t so be on the lookout for 


SEPTEMBER’S BIG 
RADIO-TELEVISION ISSUE 
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THE BIG NEWS COMES FROM YOUNGSTOWN KITCHENS 


seeoeat } t = 
u uJ 3 U e oat 
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A YOUNGSTOWN KITCHEN THE HAPPIEST ROOM IN THE HOUSE 


She'll buy this 


... that’s why everybody’s selling new future-fashioned MONTEREY f bd kitehen as she buys 





her wardrobe. Sell 





the new Montere 
Kitchens in Basic 
Units. Then Trade-Up 
to bigger ales and bis 
er profit with Mor 
terey Cabinet ind 


DIVISION OF AMERICAN-Standard 











ACCESSOrit ill in new 
WARREN. OHIO warm-toned Sandal 
wood bye 


Launched with the biggest promotion program in kitchen history, MONTEREY EE BOR ERECT: 2 ae 7 aren 
| YOUNGSTOWN KITCHENS 

... the custom-steel kitchen with ex: lusive wall cabinet doors in furniture | For Dealer Department, EM8, Warren, Ohic | 

| | omplete for 

finished hardwood...continues its big sales hit with Full Color National Advet | . pice 7 
tising for added sales. This is one more good reason why it pays to he a | mail | 
| this 

Youngstown Kitchens Dealer... discovet the sales-making benefit of carrying | coupon | 
this famous kitchen line, backed by powerful national promotion. Learn about | today: | 
| 

the new easy payment plan you can offer on all Youngstown Kitchens units. EEE - SED GEES GUND GEES GEES GEES GHLED GED GUND GUEED GHED CUED GED J 


Quality Protects Your Investment — American-Standard Quality Is Available At No Extra Cost. 
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Now! An open invitation to your prospects... 


Compare Motorola 


yolclen Satelti 


Never before so many important advances... all in one fine set 





























Even made-to-order sets can’t give your prospects 
the features they'll find in Motorola Golden Satel- 
lite TY. 

That’s it'll 


compare, You're in for some real sales surprises. 


why pay you to demonstrate —to 

Show your customer that this TV can be tuned 
perfectly from an easy chair across the room, with- 
out wires. Golden Satellite TV features a wireless 
remote control that brings in channels automati- 
cally fine tuned. 


Point out that Golden Satellite TV stays young. 





Motorola has perfected an amazing electronic dis- 
covery that cushions “warm-up shock” —the main 
cause of TV failure. It eliminates 3 out of 4 serv- 
ice calls, adds years to the life of the set. 

Emphasize new Thin-Line styling. Here’s slender 
elegance that doesn’t skimp on width or height. 
So there’s even room for three powerful hi-fi 
speakers. It’s the first blend of fine furniture, Top 
TV and hi-fi. 

Why not call your Motorola distributor now? 


The sooner you demonstrate, the sooner you’ lI sell. 











Electronic Discovery Ends "Warm-up 
Shock'' That Costs TV Owners 
$10,000,000 Yearly. 


lube Sentry eliminates 3 out of 4 serv 


First Wireless Control That Changes 
Channels, automatically Fine Tuned. 
Tunes TV from ‘way across the room 
Turns the set on and off. Holds volume 
(Natu- 
rally, you can do all these things right 
at the set, too.) 


exe lusive 


ice calls. Brings on picture and sound level from station to station 


imultaneously, Triples the life ex 


| New EW! 


AUGUST, 


O 


pectancy of every tube and circuit 
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Classic elegance—Model 21K83. All the 
finest Motorola features. Golden Satellite 
Remote Control. Power M chassis. Tube Sen- 
try. Insta-Matic Tuner. Mahogany, Blond or 
Cherry wood finish. 


Thin-Line Styling. The lean, lithe look in rich- 


grained, satin finished hardwoods. Completely 


functional design. Simplified controls . . . push 
button on-off, pushbutton channel selector 
Illuminated channel} indicator. Multiple hi-fi 
speakers are tilted up towards ear level—tinted 
Oo safety screen is tilted down to eliminate glare. 
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LOOK...A STYLE 
FOR EVERY TASTE 





Contemporary Console— With New 4-Speed 
Automatic Hi-Fi Phonograph, Model 21F8. Tops 
in pleasant viewing, pleasant listening. Golden 
Satellite remote control. Automatic controls in 
both TV and phono. Beautiful wood cabinet in 
Blond or Walnut finish. 








Traditional Cabinetry — Magnificent French 
Provincial, Model 21K80. Insta-Matic tuner— 
Golden Satellite wireless remote control, Goiden 
M chassis. Tube Sentr, 21” over-all diagonal! 
picture tube with 263 sq. in. viewing area, 











Clean contemporary—Model 21146, Insta- 
Matic TV with Golden Satellite Tuning System, 
Power M chassis. Deluxe trim. In Mahogany or 
Blond Oak finishes. 


AA MOTOROLA TV 


World's Largest Exciuswe Electronics Manufacturer 


In Canada: Addisons, Lid 
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Glenna Mae Schiering " Mrs. Glenn Schiering 





Glenn Schering 


The man at the right has been in retailing since 1908. 
He has been a General Electric retailer since 1929. 


What does he think of his business ? 


Would he advise his son to enter it? 


if the old ilso found good service to be a key to sal 
etailing particularly to repeatsales. They keepone full-time 
and one part-time service man on their payroll 
busine and are backed by the General Electric distrib 

ak tidal ‘ 70-man Metropolitan Service Group 
Has the Schierin relationship with General 

edato electri helped ther Wi asked Creorge 

(sienn Schering Llere it’ the a 


(gene! Klectric a i has a competit 


Mrs. George Schiering 








George Schiering 









about General Electric service: 
“They have a department of friendly peopl 
that alway help 1s close a sale 
about repeat business: 
“We like to sell General Electric because we 
know we're not going to lose the customer 
after one sale. We know he'll buy again and 
ivaln 
about their General Electric distributor: 
“All through the year they've had good 
sales counselors. We always have the feeling 


that these people have a real | 


not here just to try to sell us more appliance 


} 
lhey’re here to help us sell more appliance 
For three generatior t he ipplia ce | } 
Nee ) to e the Scniet! lal On 
i! 1 ood life We're | ) ( 
trie i( that the Scnier er (, | ectri¢ 
‘ ( e Dee help Loo 
() ) cle re DNase ‘ hal 
{ Nera / e } 
( ul kle 
(; beled ( 
| I lL) | I 


Progress /s Our Most /mportant Product 


GENERAL @@ ELECTRIC 


AUGUST, 
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Mit HM ME 


G-E Steam Iron 


General Electric Co., 


Housewares & Radio Receiver Div, 


Bridgeport, Conn. 





Device: New G-E spray steam and dry 
on No. F-61 with pushbutton spray 
feature for sprinklin the while 
: Selling Features: P: ng a button on 
1 handle top relea hin pra of 
i vater it ta prinkiin if 
that wrink ii i in ¢ 
1 out ea 
Operate i team d n at 
Mick r buttor ther featur nclude 
i fal dia f 
I t HITE t ed if ad itt 
I ord off fab , 
Distilled d | wat ( 
ided cx pt n it t i i 
la de I it th i t 
t t 1 ded i i irt 





HOOVER Cleaner 


The Hoover Co., 
North Canton, Ohio 


Mode | 


H r “% t 


Selling ecature N iut 


ELECTRICAL 
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APPLIANCE 


eo 





ite n | volt i d it 4 watt 


for floor cleaning md 


nverter is inserted for above th 


floor cleaning tool User can inset 


onverter from = standing position | 


tipping cleaner forward 
Other “beats as it 


features include 


veeps as it cleans’’ action; vinyl jacket 

vers throwaway filter bag and is odor 
less, dust 
muffler 


ethylene 


resistant and fade-proof 


system make it quiet; poly 
vibrations; a 
hift 
floor brush, dusting brush 
tool 
furniture nozzk blower, “double 
stretch” that stretches 16-ft 


Low silhouette housing height from 


wheels reduce 


essories include automati con 


erter, bar 
tele scoping ¢ xtension tube, crevice 


hose 


floor to top of hood 1 64 in ton 
tyling in heather rose and pearl white 
with vinyl bumper; aluminum hand 
grip pedal one to adjust nozzle 
hie ight one for handle releas 

Price: $134.90 





UNIVERSAL Cookamatic 
Controlled Appliances 


Landers, Frary & Clark, 
New Britain, Conn 


Models: Universa ( Karat nt 
hangeable probe ntrol « perate 
{ niversal ipphan tT! | i i 
Idle ind i f dill 
I 
Selling Features: Cookmatic precision 
temperatur ontrol tits palin of hand 
rugated rip mab it i t 
t ippliar mid led 
i ha la i n that 
cup for a ra ith jeweled light 
ited under applian han t 
i ? f Wi ‘ + fal 
hart on hand| I neta t 
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— 
~~ 
wa ANNA A, NOONE 


New Products Editor 


AWN HI 


runs full length of probe for greater yu tutomat wentory fT food 
nsitivity package d pensel ml bed ce tra 
\ppliaaces include a medium. size Refrigerator ha 1 tt pacity 
trypan with 10 sq. in, Cooking surface features include handy vegetable crisper 
ind a large size frypan with 132 sq. in egg and cheese compartment; inthe 
ooking surface Both trypans have a door freshener with sliding door cl 
hoice of cover 1 “Peek-in” which ontamed unit plug mto standard out 
ombines metal with a glass window for let; shasta white, coppertone, yellow 
mspecting food, and an all-metal cover or white with chrome doot 
Newly designed handle on covers 








G-E Washer and Dryer 


Automati 


Duailt-an 


ind qt 
well pe ial teet bal 
for at-the-table use 


ice pan ill 
PTCASE General Electric Co., 
Louisville, Ky 


Models: Gol. 19 


mced handl 


itomat bilter Flo 





vasher and automatic dryer 
Selling Features: Delu vasher ha 
Fabri Ke ystem t aut vat 
pe trol to clect nelht nbinat 
vash peed pin spe d, and wash ane 
rinse Water temperatures ft each ty] 
Automat ucepan im and 5 qt load put into washer—a touch of Fabri 
ipaciti have pe ially designed lf Key that suits wash load, automaticall 
isting lid qt model has trivet for clects nght combination of sh, and 
baking and extra balancing handle pin peeds and water t nperat 
Prices: Fr pan and $i] ) di penser automat ill lease i i 
Peok.in ve for hath $4. metal went dunng rinsing le. Palter ble 
tra Automatic zriddl ish action circulat mad filt f 
| ) : sans th 14 tub of ish iter at rat ff DT iit 
ind $189 Cont ‘ perate all { ip nm ind, silt are antomaticall 
spnliance 6.95 extra nL ad: a water saver button sa Nn 
iter n small load rin tempera 
t t h of i 
| iter re 
Deluxe 19 witomat th | 
features an automatic d rinkler ish 
md il meh it NH t , ! ' 
r thetic-fa 1 ished 
t if | kled a id 
t i i than an | (tne dia 
TAPPAN Built-in Freezers and , te r : cei 
. ' 
Refrigerators ch of 6 NI rower 
Tappan Stove Co., { Wn { 7 leases fra 
Mansfield, Ohio n ant it ih da 
Device: Built-in, freezer-refrigerator t} f ing ‘foot pedal 
Selling Features: A\)| les fin ! f th magnetic door 
hed permitting homemaker 4 ymbi tjoth washer and d r have straig! 
it im e placed a tack-on i nat rhace md squared ¢ if 
d de with left and ht hand i tin look de 1 white « i 
ta d I t ! GEM rMatch pink 
it A el, refrigerator on top at turq TEEN dton isl 
isa divi erate » Standard | t il t 
I C7 ia } ipacit t Iryer on | ( d ' 
’ ro it ; friyit ; ' 
PAGE 











MAYTAG Dryers 


The Maytag Co., 
Newton, lowe 


Device Maytag | if 
tric No. 66CB and i : OCB 
Selling Features: P; f i heat 
dists ion ia i t i 
net; disk-t pe lint filt t 
drum to filter | : a i 

Halo-oftieat” air flow principl 
elimuinat hot sot j ontrol 
md lov temperatur protect clothing 
ind climinate pe hit f damage to 
delicate fabri 

Dy mg le ive | iT tton on 
trolled = for i I 
vashen car 160 de md au 
fluff room te tripe iftrre Goor p rated 
gatet itch md high = lanit ifety 


witch iocated in heati chamber 


filter; air circulation | fmm; vent 4-in 


in diameter Nichrome Helix oil ele 
ment draws 4 vatt volts or 
1700 watts « 1] olts; 4 hop. with 
Diuiltan ¢ ad protection. Gas model 
has a single port burner with 18,000 
Btu put; aut if pilot; automat 
pre ie repiitat ise pottic mixes 
natural i Bot model rave ; 
ipacit t} tim ( t 
from | ft | th T 

heat at | ! 





WESTINGHOUSE 


Refrigerator-Freezer 


Westinghouse Electric Corp 
Appliance Div., 


Columbus, O 

Model New od Niart I wi 
tion ret it i 1k 

Selling Features cl " 

i it macit tt | . ' 
bott ma tt ft it it 
toy ret i ! t iuitomaticall 
ifter ea r hold 
} bu. fruits and ta if itroll 
moist temperature f dth glid 
out shelve im the d t i i d 
ing cheese and butt h t 
juice and canned dl tora 


PAGE 130 





J 7 t 11d lb fea 
rire rapa id K freeze | ite 
tor ! n zero = tempe ture ot 

to 15 de xclow Zz Pilt-out 


basket at bottom for bulky packages 








GIBSON Refrigerator 


Gibson Refrigerator Co., 
Div. Hupp Corp., 
Greenville, Mich 


Device: Gril i refrigerator No. GP 
j i( for la farnilie 

Selling Features: Has nearly | ft 
torage space; pushbutton defrosting; 
full-width Freez’r locker hold up to 
66 b frozen food; door provide 
handy shelf for loading and unloading 
+ dee p door helve plus in-the-door 
butter and ¢ racks, for storing most 
ised iten it fingertip interio 
hel | ner Locker for beverage 
md salad wwing’r Crispers for fruit 
md ta that ig out for 
enience white Hyl exterior, frosty 
peach inter leveling le Gibson 
Scotch Yoke MM pressor 








THERMADOR Ranges 


Thermador Electrical Mfg. Co., 

5119 District Blvd, 

Los Angeles, 22, Calif 

Device: ‘Thermador's 19 line of “UI 
tra-Mati onsole rang 


Selling Features: Line nsists of 4 
basi ran mod ill-por i ol 
lain th stain] teel toy 
1 itor I ppe tu ql 
ik ind) whit ill ha 
| 
trast Sp d-Mat element ] 
utomat Therma-Mati element 
Varies] | trol on all rta ( 
ient t the ‘Therma-Mat cl 
ss it » th tat: all but S 
+4 ha rem i ti ie with Va 
) d ont i d-type } ( 
I it ch is rem i 1-ty] 
hin nent 
N 16K (p un) and 46Ks, Sta 


) i i, removabi 
t ind f nent ‘ 
45K (porcelain) and 45K tainless top 
ive doubie oven, removabie rotisser 
| rface elements and griddle; No 
+4 (porcelain), and 44S (stainless top 
i ngi 1, stora mpartment 
+ face ement . a pe 
I ind +h ta top ha ( 
1 It} i tisse! 
{ it top 
i 
\ d feat t-in look 





WESTINGHOUSE Cleaner 


Westinghouse Electric Corp., 
Appliance Div, 
Mansfield, O. 


Device: Westinghouse 
that caddies tool 


MC-] 


cleaner 


Selling Features: Big-wheel mobility; 


ittachments that come with cleaner 


i urried in ‘built-in caddy’, including 


1 combination floor and rug tool, crev 


} 


tool, drapery noz dusting brush 


ind hrome tec] xtension tube 
lightweight hose of flexible vinyl pla 
tic; door at front of cleaner gives access 
to removable and disposable bag, when 
door | it automaticall detaches 
iv; floor and 1 t it flick of switch 
on ted te ther purpose; exhaust 
ort ncealed | de panel, can con 
rt te crt praying; beige and 
itk i ic i rd te ize 





WASTE KING Disposers 


Waste King Corp., 
3300 E. 50th St., 
Los Angeles, Calif 


Device: Waste King Super Hush food 


vaste disposer 


Selling Super Hush i 


vrapped in a noise deadening plasti 


} 1 


Features 


iell lined with 4 in. Silican fiber 


onge inti-jam flow onductor im 


ip ste] » | heaton fron 


AUGUST, 
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to 35 percent; Hycar mounting; 
querying action | faster and more 
ffi it " »f redesigned internal 
perat nism liq iefication be 
ins when iter is turned on, switch 
ipped not ] 5a h yrizontal turn 
table nea tt of liquefying 
ham it pm infti-jam con 
duct | nted 1 turntab Vin 
t on t i 1 part le 
vaste is grated against cast steel atom 
izer ring until it is worn down suff 
ent to pa thr h tiny escape 
ole A urgical teel blade be 
eat tating d i] remaining 
partic] vefore liquefied food waste 
ished into s¢ tem 


Prices: Super Hush No. 7 : 
Hush No. 700, $74.95: No. 72, $59.95 





JOHNSON Floor Machine 


S. C. Johnson & Son, Inc 
Racine, Wis 


Device: Johnson Convertib] floor 
ire machine polish floor also. dry 
Cdl 

Selling Features: New dry-cleaning rug 

ittachment twist on—n ompli 
ited adjustment p hed nter disk 
ets machine glide over 1 is_ bristles 

ik n rug-cleaner preparation deep 
ito 1 pil brighter Or ind 
tores dull rugs and carpet 

Standard equipment isists of ma 
hine plus a single in. diam. brush 


ith ‘Tampico bristles that angle-out for 


extra polishing qualit lisposabl 
buffing pads; fan-cooled fractional h.p 
motor in heavy-duty plastic housing 
only 74 in. high; 18-ft. cord, 36 in 
handle peciall designed nyl plast 
umper lets machine poll h and rub 
to walls and baseboard eig! 104 Il 





Optional rug dry-cleaning kit consist 


of attachment and 4 | ul f me 
le ine! omip yund 

Waxing and scrubbing kit, als¢ 
tional, includes a scr ET ish witl 
toed-in | t t it splash, and ¢ 

I } , 

packa ! d P i i] ylyvin i 
buffing pads, a pt. of Johnson's beaut 
fl ind a pt f K i] in i 

iN 
Price Polishing machine 54 )5; I 

i ittacl it vith 4 an of 

ner, $13 vaxing and scrubbing 
kit, $4.95 
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New Honeywell Adatrol* offers either snap-action or 















PLUS 15000 Adatrol 
Thermostat 


Modusnap* thermostats—for room and wall heaters 





(592 Gas Cock 
Pilotstat” 


PLUS 15001 Modusnap 


Thermostat 


EQUALS V5157 
Adatrol Modusnap 





Honeywell Pilotstat® with choice of add-on thermostats helps you 





double profits 


e Easy to sell—You 


stat or the new Adatrol Modusnap which has both snap action 


can now offer Adatrol with snap-action thermo- 


and modulating control You sell évery Customer because you 


offer the specific thermostatic control best-suited to individual 


You can sell budget minded customers the pilotstat nou 


and their choice of add-on thermo 


j 


nec 
tats later 


© Easy to install— Five minutes is all it takes to install either 


in 3 minutes 


Adatrol or Adatrol-Mo lusnap 
© Easy to double your profits 


ba rf d on actual tests 


You double your profit 


) when 
you sell room and wall heaters with exther Adatrol or Adatrol- 
Modusnap 


To order your Adatrol or Adatrol Modusnap or to pet further 
information, call your local Honeywell office or write to Minne- 
apolis-Honeywell, Dept. EM-8-150, Minneapolis 8, Minnesota 


lrademath 


Honeywell 
Hy) Fast ow Controls 
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kK oe 


®e J 


IN-SINK-ERATOR Disposer 


In-Sink-Erator Mfg. Ce., 
Racine, Wis 


Device ] 


Selling beature (apacit t 





TAPPAN Range-top Food Center 


Tappan Stove Co., 
250 Wayne St 
Mansfield 2) 


Device la i itt tf mad N | 
{ | j 
Selling beature r | ! 
, } 
la i t ' 
j 
‘ | ; 
i] 
| 
i 
i { 
, { 
} | 
TA 
* 
; 4 
. 
‘ ; 
' * 


DOMINION Griddle 


Dominion Electric Corp 
Mansfield, O 


Device | 


Selling leatur 





G-E Telechron Clock Line 


General Electric-Telechron, 
Ashland, Mass 


Models: | iew and improvec 


\} ; 
inn 


rele fe 


I i r j ried 
if ra du ts cmanating 
! ! 1 dia 
| t kK for nh 
ika ist t 
' ' id i | } 
' 
Un i i i | k I 
cia i ul i 
tra ied lia 
' > iii ! i ' | i 
( ' ' , ' ! ' ' 
thy | ' n 
mid i i} and hand 
} rea isa i 
it foat ‘] d i 
d, turq 
! hial th i i 
| Ha ror i 
| | 
{ ' a id 
Or 








\la trip! 1 t t 
i , | dit i 
i i Radia mid 
i i i ia k i 
\\ | i i ¢ +t a 
ila itk \l ! 
il in} i it 
ni i ted ta a 
" 
| i 
t i I 
t Kit 1 
th i i i ft 
i ila | 
Prices: | | ila 
HI f I 


OSTER Knife Sharpener 


John Oster Mfg. Co., 
Racine, Wis 


Device: Oster deluxe knife sharpen 


Selling Features: Built-in cord stor 


ive ompartment; automat yn-off 
tch that start mid stops motor 
ic! lick nt perating 

tion; ke je back for hanging on ill; 

hollow ind AnNIV¢ ISSOT iu 

iinuin oxide harpening vheel und 

ivlon ired motor for long live 

Price 199 





RITTENHOUSE Chime-Time 


Rittenhouse Co., Inc., 
Honeoye Falls, N. Y 


Device: No. 4 Chime-tim 
nation d hime and b 
Selling Features Modern d 
f \ish th } 
i ; i ! I i 
I ! nt | ind 
{ d th itra 
int n ‘ 
, ste d o 
mist n in 
fa , nted 
Price 


° me 
Ne . 


HAMILTON BEACH Frypan 


Hamilton Beach Co, 
Div. Scoville Mfg. Co., 
Racine, Wis 


Device Med 1 ! pal idded 
Selling 


Features: © i 


AUGUST, 
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family 

portion; includ ill family size fea 
ex pt i ich il ifahi 

te 

Price 19.9 $ 


DOMINION Toaster 


Dominion Electric Corp., 
Mansfield, O. 
Device: Dominion thermostati 


toaster No. 1] 


pop Ip 





Selling Features Modern _ styling; 
hrome with plastic handles and trin 
iient thermostatic color control selector 
in b t for ar ade d deevree f 
toast shading from ht to dark 
rite n it th rite I vhe 
ieat ' n id ht wr re 
' 
f handl id to toaster n 
toast t ) ind I nt i 
mf automatica fi rtip ft i p 
nit i tion without interrupting 
normal hil d mb tray 
dd p j 
Price 
6 
UNIVERSAL Blankets 
Lander, Frary & Clark, 
New Britain, Conn 
Models new | il aut it 
inket 1 i itt i hit nd 
; ' 
' Al 
Selling Features it trend ¢ 
Horal-pat d t md ] 
j fl l ilik iVdlid 
it 
K i i t 
ind lf 
iva i | ] 
" da i i x twin 
i t i 
tre 
\ i 
' ' 
i 
al ia | ta 
i t I t i ' 
it 
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From Webcor— 


THE NEW SOUND 


to smash old 
sales records! 


.. new 1958 Stereo Tape Recorders! 
... new 1958 Monaural Tape Recorders! 
... new 1958 High Fidelity Fonografs! 


















This dynamic 1958 line of Webcor Tape Re 
corders and Fonografs is an all-new line inside 


and out—loaded with great new engineering ad 





vances and innovations to bring a magnificent 
new kind of multi-dimensional sound to every 
family in America! It’s the new sound that 


music fans have been waiting for—a hands 


ah Fidelity down profit-winner all the way! 

Consoles — 

Stunning ! More and bigger advertising! Webcor is ready 
right now with the greatest barrage of advertis 
ing blasts in the company’s history! Weekly 
full-page color ads in Life or Look . . . plus fresh, 
sparkling ads in Family Weekly, New Yorker, 
and Sunset... plus outdoor . . . plus dealer 

New Webcor-built mats, radio and 'T'V spots, point-of-sale displays 

AM-FM . . the works! 


rauio tuners! 


THE ONE COMPLETE LINE. 
EVERYTHING YOU NEED! 









SELL THE LINE 
THAT SELLS THE FASTEST! 





SELL WEBCOR! 


NEW WEBCOR HIGH FIDELITY CONSOLES — 
hottest line for ’58! 


Listen! Yes, listen to this new sound from Webcor — high fidelity 
unmatched in sound reproduction history! 
Look! Here are consoles of which the masters of the age-old art of 
cabinetry eould be justly proud in carefully selected woods of 
beautiful graining — hand-rubbed to a mellow, glowing finish! 
All 1958 Webcor High Fidelity Fonografs have the exclusive Webcor 
Magic Mind” Diskchanger many are equipped for use with 
the new Webcor “Magic Touch” Remote Control all play four speeds 
All have famous Webcor amplifiers and speakers, automatic shut-off! 


With all these exclusives, features and extras — no wonder Webcor leads the field! 


RRat 2. Brite eceee ™™ 


THE 1958 WEBCOR STEREO TAPE RECORDERS — 
the great new sound for big new sales! 





Ihe all-new 1958 Webcor line of stereofonic instruments outperform any 
ound system yet developed for the home. More big news! ‘The new 
Webcor Tape Recorder line is a complete line of both Stereo 
and Monaural Model everything you need! 

New 1958 “Aural Balance’? Remote Control for Webcor Stereo Tape 
Recorders is wonderful for lazy listening actually permits the listener 
to balance sound and adjust the audio level in both speaker systems 

from anywhere in the room! 
And still another big Webcor convenience plus — it’s the exclusive new 
1958 automatic shut-off for both stereo and monaural recorders! 
Webcor Stereofonic Tape Recorders play back stereofonically 


also record and play back monaurally 





WEBCOR HIGH FIDELITY TAPE RECORDERS 
outsell all others! 


It's simply a matter of record Webcor High Fidelity Monaural 
‘Tape Recorders are sales and profit champs! But here's the big news 
this year’s models are even better than ever! And they're beautifully styled 
to catch the eye as well as the ear! 
See them! Hear them! You'll be convinced — all music sounds better on a Webcor! 
In ‘Tape Recorders — as in Fonografs — Webcor gives you a full line 


everything you need for the greatest profit year in your history! 








SELL THE NEW SOUND... SELL THE LINE THAT 


Lio TT Ee ™N™ 


Ravina High Fidelity Fonograf Model 1859 
Artistocrat of Consoles! For the customer who de 
mands the ultimate in high fidelity performance 
encased in a cabinet of matchless beauty! 

Three speakers—18 watts—50 to 15,000 cycles 
Also available with AM-FM tuner—Model 1893 
Mahogany, limed oak, cherry 


Imperial Stereofonic Tape Recorder Model 2897 


Unequaled reproduction of binaural tapes also 
records, plays back monaurally. AM radio. 


“No reel-turnover" feature for monaural record and 
playback. ‘Aural Balance’’ Remote Control. For use 
with Webcor Two-Section 6-Speaker External Sound 
System (optional, extra). Without AM radio—Model 





WEBCOR 
imperial High Fidelity Tape Recorder Model 2816 
Top Tape Recorder in the high fidelity field! Most of 
the features of a large professional recorder in 
corporated in a compact portable unit. Also available 
with AM radio—Model 2896 

Full-range sound system in detachable lid—records 
and plays back in both directions without ‘reel-turn 
over.’’ Ocean blue 





) 
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T 


2816 
ost of 
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cords 


turn 


SELLS THE FASTEST VW E= ES8CCOOPR? ... ALL NEW FO 


/) 


Prelude High Fidelity Fonograf Model 1864 
Here's a brand-new consolette—and sure-fire for big 
profits! A distinct Webcor triumph—it has no match 
in value for quality reproduction! 

Three speakers— powerful amplifier—50 to 15,000 
cycles. Also available with AM radio—Model 1894 
Mahogany, limed oak, cherry 


con | 


Royal Coronet Stereofonic Tape Recorder 

Model 2822 
The Royal Coronet makes possible true stereofonic 
music from binaural tapes. Numerical type tape 
counter. Also records and plays back monaurally 
without reversing reels 
Designed for use with Webcor Three-Speaker Exter 


nal Sound System (optional, extra). Ebony or white 
#}. 
. 
“28 


ee 
- »*» 
-— -_- 


WEBCOR 
Royal Coronet High Fidelity Tape Recorder 

Model 2812 
New re-styled 1958 version of a proved favorite! 
Exclusive Webcor ‘no reel-turnover’ makes possible 
playing up to three hours without switching reels 
Three speakers—50 to 10,000 at 3% ips; 40 to 
15,000 at 7'A ips. Also available with AM radio 
—model 2892. Ebony or white 


Wt 
Overture High Fidelity Fonograf Model 1865 


The new consolette with the great sales future! De 
engineered to prove 


signed to sell itself on sight 
itself for finest high fidelity sound! 
Three speakers—8 watts—50 to 15,000 cycles 
Also available with AM-FM radio tuner—model 
1895. Mahogany, limed oak, cherry 

a 


ice 


™ 


thay 


VES R 

Royal Stereofonic Tape Recorder Model 2821 
Plays back music from binaural tapes with all the 
honesty and dimensions of the concert hall! Numeric al 
type tape counter. Also records and plays back 
monaurally without reel-turnover 

For use with Webcor Three-Speaker External Sound 


System (optional, extra). Ebony or white 


VEBCOR 

Royal High Fidelity Tape Recorder Model 2811 
hAost popular tape recorder ever built—in a great 
new 1958 model! Records and plays back in both 
directions for up to three hours without “reel-turnover 
Frequency range 70 to 7,000 at 3% ips; 50 to 
12,000 at 7% ips. Also available with AM radio 
tuner—Model 2891. Ebony or white 


Ps 


wi : 
Musicale High Fidelity Fonograf Model 1855 
A great new version of the most popular table model 
ever made! Thrilling high fidelity reproduction. Add 
matching legs (optional) and convert to a beautiful 


consolette! 


Three speakers—powerful amplifier 50 to 15,000 
cycles, tape recorder output receptacle, Mahogany 


limed oak, cherry 


NE ' 
Stereofonic Sound Systems 
Two-Section sound systems One-section sound syster 
Ocean Blue—Model 4827 Ebony—EP-4820 

White — WP-4820 


WEBCOR 
Viscount High Fidelity Tape Recorder 

Mode! 2818 
Loaded with features yet built to sell at down-to 
earth pric e! Marvelous instrument for all home ses 
Specially designed PM speaker— 50 to 7,500 at 3 
ips; 50 to 12,000 at 7'/ ips. Equipped for use 
Remote Control nv icrophone and foot pedol 
Model 2819 











WEBCOR 1958 


... again first in portables! 


Again Webcor steps out ahead with its brilliant new line 

of 1958 Portables! Here is everything customers want in true 

high fidelity —the kind that lets them hear all the highs, all the lows, 
all the middle tones—in perfect balance! 


“Magic Mind” Diskchanger—automatic shut-off (on most models) 
four speeds — beautiful styling . . . New Webcor portables have 
all the features that mean bigger sales for you! 








Musicale High Fidelity Portable 
Model 1862 


World's most distinctive portable fonograf 
Carrying case is covered in luxurious gen 
vine leather Gives clear, thrilling high 
fidelity sound 

Three big speakers—powerful amplifier 


50 to 15,000 cycles Tan or Ginger 


Holiday High Fidelity Portable 
Model 1853 


The Webcor Holiday holds the all-time 
portable sales record and the new 1958 
version has even more to offer! 


Two big speakers wide-range amplifier 
many other features. Also available with 
AM radio—model 1891. Ebony and grey 


or rust and brown tweed 


Holiday Imperial High Fidelity Portable 
Model 1863 

All new-high fidelity portable! Gives ‘‘con 

sole" reproduction—styled to accent the 

best in any surroundings! 

Three big speakers powerful amplifier 


50 to 15,000 cycles. In ebony or tan 


VER R 
Festival Portable Model 1852 
Big Value priced to sell! The new 1958 
Festival provides many advantages found 
only in far more expensive instruments! 
Full range PM speaker — powerful amplifier 
Magic Mind” Diskchanger. Orange and 
grey or blue and grey 


Holiday Coronet High Fidelity Portable 
Model 1854 
Here's high fidelity quality that more than 
matches anything in the price range! Beau 
tifully styled in a smart two-tone carrying 
case 
Two powerful speakers—powerful am 
plifier—50 to 10,000 cycles. Ebony and 
grey or brown and tan 
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WEBCOR 

Melody Portable Model 1812 

The 1958 Melody is the manual with the big 

features! Engineered for true, life-like sound 
designed for attractive appearance 

and ease of handling 

Wide-range PM speaker—powerful new 

amplifier—built-in 45 rpm adapter. Red 

and white, blue and white, green and white, 

brown and white. 
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G-E Saucepans 


General Electric Co 
& Radio Receiver 
Bridgeport, Conn 


Model 


S 


Selling Feature 


S.4 } 
| 
+} 
i 
if ; 
i i 
l 
t 5 | 
Pr 
f 
i t i 
+} 
iCd ii} 
teet; 4 
| ind f 1Sk 
both 
, 
Prices: S 





1IONA Blender 


lona Mfg. Co., 
Regent St 
Manchester, Conn 


Device: | 


Selling Features 


Illa 


t ni ! 1 
1 
Waral i 
ii 
DD ' 
i 
' 
i ‘ 
ind i I l 
t | t " 
( f 
I I 





G-E Blankets 


General Electric Co., 
Housewares & Radio Receiver Div., 


Bridgeport, Conn 
Device: D 


nati lanket 


Selling Features 


‘ 
i i 
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ilso in flamingo and rose; features a 
y nvlon binding, redesigned 
fort selector’, bedside control; tailored 


mer! ind th Gl leep-guard WII 
ng tem; fabric is a blend of ra 
ind tton that 1 washable moth 
r and non-al ni 


Prices | vin-bed BoP «Fae double bed, 


ntrol, $34.9 double with 





DOMINION Skillets 


Dominion Electric Corp., 

Mansfield, O 

Models: Dominion fry-skillets in 1] 
ind 12 in 

Selling Features: New plugin heat 
control—a self-contained unit with ther 
mostat and pilot is detachable; skillet 
an be immersed completely in water 
handle and all; heat control fits both 
killets and new portable griddle; con 
trol can be set for any temperature up 
to 420 degs. F; silvercraft finish, pol 


ished aluminum cover; complete with 
r¢ Ipe book 

Prices: No. 2250, 11 in. model, $11.95, 
over $3 extra; No. z 12-in. size 
$14.9 over $4 extra; heat control 


ilone retails for $4.9 





Hickory Hill Smoke House 


Hickory Hill, Inc, 
221 N. La Salle St., 
Chicago, Ill. 


Device: Hickory Hill smoke house 
Selling Features: G neat, fish, f 
a hick noked flavor, 11 olt; ft 
insid tsid tside it should 
t pla | draft 4 rrent 
we at a minimum and temperat 
10t | d F; 17 itt clement 
rT t itt ti j the wad 
and not te it ut a operate 
n i i t kit Km % 
fra tt filled with ecia 
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d_ hickory iwdust ind food 
placed on racks to be smoked; a meat 
ok is provided for large pic lumi 


n foil may also be used in top with 





OSTER Portable Mixer 


John Oster Mfg. Co., 
Racine, Wis 


Device: Improved portable mixer 


Selling Features: Contour handle to 


e comfort and perfect balance; rub 
bowlguards line mixer bottom to 
protect from nick md provide addi 


tional resting area on bowl edge; auto 


matic beater release pop beaters out 
hromeplated tecl beaters; white han 
dle in pastel pink, yellow, blue, o1 
hrome 

Price: $19.95; $20.95 chrome 





ARVIN Heater 


Arvin industries Inc, 
Columbus, Ind 


Device Arvin portable icatel No 
; 
Selling Features \ delayed action 
thermostat turns on fan after clement 
hot vhen thermostat turns off 
nts the tan mtinues to operate 
til all heat is discharged; push-button 
trol tor selecting | f 6 
itts; pilot hight ord holder on back 
ifet tch and on-off toc witch 
fa move fm; white enamel finish 
dtone grill, ebony trim; 17 in. high 
i | id , in deep VCIPI 5 
Price 9 








OSTER Icer Attachment 


John Oster Mfg. Co., 
Racine, Wis 


Device: Oster ic i ! i itta 

ment for i on Ost q 

blender 

Selling Features: 1) " ib if 

ib] { h 1 i for i) 
la ( l much i | | VK ad 

pen design luninat ied | i 
itch ba ind drops 1 rite 

la or contamer pring pre re feed 

lever prevents ice cubes from bouncing 

back out; thermo plast inaterial pi 
nts tr p 

Price: $1¢ 








FRIGID Fans 


Frigid Inc 

128 32nd St., 

Brooklyn, 32, N.Y 

Models: SW. | md SW.12 reversibl 
vindow fans; SID-10 and SD-12 multi 
purpose portable PIDZ0K 20-in. auto 
matic thermostat onutrolled portable 


Selling Features: SW-10 and SW.-1 


ind |2-in. reversible window fan 


haust and take in air; high velocity 
for deeper ir penetration from specially 
designed cowling; deep pitched blade 
directional air control hromeplated 
ifety guard front and back veather 
proof motor completely enclosed; baked 
ory finish 

SD-10 and SD-1 10 and J2-in 


multi-purpose fan uitable for floor 
helf or table use; chromeplated safety 
uard front and back; uses the new 
high locit described above No 
PID2Z0K, combines usefulness of windoy 


fan but can be removed from window 


md used on table a ill- purpose iV 
lator vat | (410M ice hig hit how 
vhen fan rrent is on; thermostatically 


ntrolled to turn fan on or off a 


temperature hange portable with 
wrying handle pohshed aluminum 

+-blad rubber mounted propellers; 
quict speed ind GI 
i } 

rpm hip motor iromeplated safety 

| I 

guard pra md ive baked ename!] 





all-new 


SCHICK 


ee GLACIER WHITE 
© DESERT TAN 
© FOREST GREEN 
® ROYAL BLACK 





STOCK POWERSHAVE! DISPLAY POWERSHAVE! SELL POWERSHAVE! 


The electric shaver market continues to grow at a faster pace than ever before... 
and the months ahead will be, by far, the biggest-selling season in the history of the 
industry. Only Powershave is all-new...the most exciting advance in men’s shavers 
in 27 years! Only Powershave offers you such tremendous sales opportunities! 
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with Built-in Whisker Guides... 
new Full-Contact Head... 


twice as big-twice as powerful! 


The most wanted electric shaver 


you can stock this Fall! 


*4,500,000 


in advertising will back up the 
entire Schick line this Fall right 
through Christmas! 


e Big Network TV Shows —“Dragnet” 
and “The Gisele MacKenzie Program” 


® Saturation TV Spots — 
in the 100 top U.S. Markets 


® LIFE and LOOK magazines ae Handsomely packaged in de luxe travel 95 
case — slim-tapered, compact design. 


week after week after week! Holds shaver, cord, and cleaning brush. 














Fair Trade Retail 








© 1957, Schick incorporated; Lancaster, Pa 








WARING Coffee Mill 
Attachment 


Waring Products C orp, 

Div. of Dynamics Corp. of America, 
25 W. 43rd & 

New York, N. ¥ 


Devic f (4 
‘ Py 4 
i Va 
Selling beature (lan 
‘ | 
; 
' ‘ ' 
a fad ist j hed 
r {| 
' ' 
j ’ ' | ; 
i ist ea j i 
| 
if iitit j df t 
md 1 i tel 
' 
i i 
Price 





SILEX-HANDYHOT Reel 


Device: | Hlancdyhot kord kart 
Selling Peatures: Add ft. of If 
i 1 uden ¢t ids back 

1 hand , r | 
} | h » ord free of kink ind 
t t han i ill f tori 
Price 14 





GENERAL FLOORCRAFT Polisher 


General Floorcraft Inc, 
421 Hudson St 
New York, 14,N Y 


Device: KC.1 heavy duty floor ma 
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Selling leature 


Ia dia 





HAMILTON BEACH Cleaner 


Hamilton Beach Co 

Div. Scovill Mfg. Co 

Racine, Wis 

Model: tla t beach i i 
! ' 


Selling leatures: | 


| ; ] 
i ( i 
{ ' ' 
i 
i i i i 
' ' 
i i 
i i j 1 md 1} 
i it | i i 
min le fi ind i 
i 
i i 
iciat t md t i nin i exten 
" / +} Al i h i | 
it i i | i t md 
, 
Price 





G-E Heating Pads 


General Electric Co., 
Housewares & Radio Receiver Div., 
Bridgeport, Conn 


Models: 4 new CG-b heating pad Ly 


luxe | P.1 P md P-14 
Selling Features: ‘Three top models ar 
iterproot for | vith or without 
t packs; deluxe P-15 features a ne 
l-cordset for fingertip operation; vail 
ible in pimk or turquol vith remov 
ible, washable flannel zipper cover and 


lhumunated pl hbutton control 


P-17 has illuminated control; remov 
ib] vashable red terry cloth cover 

P15 has remova vashable cover 
i red flower print on vhite flannel 


id P-14 } 





1IONA Mixer 


lona Mfg. Co., 
Regent St., 
Manchester, Conn 


Device: | i 
Selling leatures: Can d as sta 
t i ta i t la 
i | i ifat il it 
i | t i ( 
mad it i t ¢ 
| r 





CUMMINS Tools 


Cummins Tool Div., 
John Oster Mfg. Co., 
Milwaukee, Wis 


Device: New (¢ nan ind iit 
tical drill pre 

Selling Features: Double action pow 
mder ha dir fiona K¢ nding 
ictions a Wailabl n | pu of equip 


ment; turn k to right for standard 
! iT r orbital nding; turn key te 
ft f vrfine finish or straightline 
ction sanain init comes with coarse 
medi ind fine abrasi paper 
Verticle dril pr for 4 in. drill 
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features a maximum distance between 
huck and table of 9 in. with a 4-in 
ravel; lock lever requires no 
nch or bolts to tighten; level raises 


ind tire j i 
, | 4 
Price: No. 476 sand { N 33] 
’ 
tical drill, $ ) 





TITAN Fan-Heater 


Titan Mfg. Corp., 
108 Seneca Bldg., 
Buffalo, 10, N. Y 


Device: ‘Titan Hi-V Convertibl] om 


ination fan and 


Selling Features: Heats in winter 


in mnmner, | ! tar type le I 
rc i it 1 high locit 
t st i i rf 
nm penctratin i tion heat into 
farthest corn f standard room: in 
iT t ) i Stream of air acro 
n at high f Vherm-O-Dial”’ 
iutomatic thermostat control; pushbut 
tons acti function 








; 
é 
4 
ELGIN Water Softeners 


Elgin Softener Corp., 








Elgin, Hl. 
Model new automat vater soft 
eners—Blue Crown line in_ standard 
ind Deluxe automati 
Selling Features: DeLuxe model 1 
iutomatically regenerated any time of 
dav or night according to setting mad 
on time clock; regeneration intervals 
may be pa dl from ne to seven day 
iit nsisting of mineral tank and a 
1K iturat tank may be arranged 
n cither of tv va ising same inter 
mect hy i pace it 
1 | mium a 1a tilit ou n 
tank placed im front of th th 
Kigin blu own automatic u i 
new permanent, high capacity soften 
ing material Aridzone which 
ftens filters and removes tron from 
vater supply 
Standard automat pushbutton 
operat d: Deluy is time clock n 
trolled 





MERCHANDISING 


NEW AC/DC TABLE RADIOS! 


wii 


- 





Model A510 


NEW FM/AM TABLE RADIOS! 








Model A730 





NEW CLOCK RADIOS! 


Model A519 





TO KEEP YOUR RADIO 
SALES GOING UP-UP-UP! 










Model A835 


NEW 
PORTABLES THESE BRILLIANT NEW, DRAMATICALLY STYLED Zenith radios, in NEW 
DECORATOR COLORS are ready for the biggest fall selling season in radio 


history! Ready now, as part of Zenith’s continuing “planned merchandising pro- 





Model A504 ” ’ 
gram” to give you new product impact, for more sales at fair profits 
Check Zenith’s full line of fine quality radios at your Distributors today .. . see 

1 y y 

every one of the new, 1958 models available now, when you need them to plan 
your fall sales program. 

NEW RADIO- You can be proud to offer these new Zenith radios to your customers . . . they 
are designed and engineered to give you the finest performance. They are backed 

PHONOGRAPHS! 


by the Zenith name... recognized by millions as the ‘standard bearer’ of quality 
for 38 years! 








Model A550 


om ay a Oe Om ae — b 4 


| eae ettean 


The Royalty of Radio 






America’s pioneer in fine radios for the home— 
In every product the quality goes in before the Zenith name goes on. 


Zenith Radio Corporation « Chicago 39, Illinois 
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202,000 new dryers! 


This is the big, dryer market available in Chicago and suburbs, Facts revealed in 


the Chicago Tribune’s 1956 Appliance Market Study describe this marketing 
opportunity as follows: 


*% 85% (or 1,425,000) households in Chicago and suburbs do not have a 
clothes dryer. Also, 34,000 dryers now in use are more than 5 years old. 


*%& 13.8% of all households (or 232,000) named a dryer as the appliance 


wanted next. 


Households wanting dryers next indicate a clear cut preference for 
the Chicago Tribune. 53% of these families named the Tribune as 
the most useful Chicago newspaper to someone buying an appliance. 


Other Chicago papers were named by only 20%, 15% and 10% of 
these households. 


For full details on the apprehension of this huge dryer sales potential, call your 
nearest Tribune representative at once 


REWARD! °° *srtne chicago Tabune REWARD! 


; ? ’ ' a © 
Chicage New York City Retro . San troy, 5 Les Angeles 

W. H. Hattendorf E. P. Struhsocker W.E. Botes Fitzpatrick, Fitzpotrick Associgtes 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. +55 Montgomery St. 3460 Wilshire Blvd, 
SUperior 7-01 00 MUrroy Mill 2-3033 W Oodwerd 2-8422 GArfiaid 1-7946 OUnkirk 5-3557 


MEMBER: FIRST 3 MARKETS GROUP, METRO SUNDAY MAGAZINE NETWORK AND METRO COMICS MAGAZINE NETWORK 
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200,000 new washers! 


si 








That's the washer sales potential in Chicago and suburbs. Information on file in 
the Chicago Tribune’s 1956 Appliance Market Study reveals the following charac- 
teristics about this important marketing opportunity: 


* 46% (or 502,000) of all washers bought new in Chicago and suburbs are 
more than 5 years old. This does not include 152,700 good sales prospects 
whose present washer was bought used. 


¥%& 11.9% of all households (or 200,000) named a washer as the appliance 


wanted next. 


¥%& Households wanting washers next are known to show a marked pref- 
erence for the Chicago Tribune. 55% of these families named the 
Tribune as the most useful Chicago newspaper to someone buying 


an appliance. Other Chicago papers were named by only 26%, 12% 
and 7% of these households. 


For information leading to the capture of this profitable market, call your nearest 
Tribune representative at once. 


REWARD! °° "SMne'Chicago Tribune REWARD! 


EASA 


Dhicage Tribune 


Daily Circulation: 943,741 ‘Sunday Circulation: 1,319,614 
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Supreme has constant output capa 
ity of 175 to ZUU watt equipped 
vith fan-cooled vibrator; easily in 


| SAFEUE GUARD 


PATENT PENDING 


talled with convenient remote con 





trol with vitch; for 12-volt bat 
O ra by, O L 7 T é teries only. “T'V Special Chief” 
mounted under dash; remote con 
trol unnecessary; has its own plug 


in receptacle; has constant output 


a 
ALL OTHER SLICERS @*% Dairy Bagge yong 


‘ 
(including our own earlier models) wi 12 volt batteries only 
. . Both mode ilso operat 1 Vari 








ety of do-it-yourself tools, dictating 
machine t ipe recorde! public 
MIRRO-MATIC Percolator , 
addr tem shaver paint 
Aluminum Goods Mfg. Co., pray il poli h buffers, drills, et 
Zing Manitowoc, Wis 
CSC )\ Device: Mirro-Mat p percolator 
PARENTS Me 
Selling Features: (¢ upletely automa 
ti no dial I vitch to set offee 
tarts perking im ond vhen done 
1 red button light dual type element 
} ep ottec rving hot for hour re 
movable rew-thread glass top; easy 
pouring faucet has snap-back, lock-open 
ction; glass gauge encased in aluminum 
hows quantit f coffee in percolator; 
a o offeebasket and percolator have accu 
‘Se rate measurement graduations for water 
NO OTHER sticeRns ARE AS SAFE... om 
NO OTHER SLICERS OFFER SO MUCH PROTECTION oaOm 997-9 MULTI-CONTROL Thermostat 


{ f Control 
d PARKS Radio and Car Shavers 
- ae) ri . . . General Thermostat Corp., 
SA I |: 4 ‘ , [ ) A R | ) Robert M. Parks Co., Inc 12 Albany St., 
. - —— penoInG , 7421 Woodrow Wilson Drive, Bartlett, N. H 

Hollywood, 46, Calif 


Patent 


AND TOUCH CONTROL REMOVABLE PLATFORM 


Device: Plug and thermostat assem 


Device: Parks radio shaver and Parks bly to accommodate power appli 

ARE NOW STANDARD EQUIPMENT ON ALL nage ve sal aah ax ae Ee 
Selling Features: Radio shaver draws saucepans, grilles with terminal 
power through i radio to operate prong cente! from 1% to 14 in 
lectn havers without harm to radio che 


ind without causing any stati easy 


1 : Features: Probe diameter, sin; 
to install; fits all cars with 6 or 12 


SLICERS 


mall compact unit in high heat 





WITH MOVABLE madly oy tid >t Singer resisting black plastic case; thermal 
PLATFORMS lighter receptacle to operate all shavers ensitivity calibrated to temperature 
in car, truck plane or boat; long cord ranges from “off” to 150-425 deg 
Models dent proof polyethylene case with cord I’.; 1650 watts, 115 volts, a.c.; ven 
available to list : torage compartment; tan; stores in tilation openings provide cooler 
from $14.95 with glove compartment when not in us¢ contact temperature heavv dutv 
Regular or Serrated GeneRated Price: Radio shaver, $3.95; Car shaver cord set 
edge knives $12.9 







ee 


SLICING MACHINE CO. 
WALDEN+> NEW YORK 


GUARD™ —|oulnins 


a 





hy ~ 


TRAV-LECTRIC Mob 





il 
FREE: SAFE\E)G 
MERCHANDISING KIT 





ile Power 














it’s in the b f for th ki Converters UNI-PROBE Thermostat 
sin e ba urs tree r e asking. — 
ewan . g : yet ie i a ng op Gna aban en 9 _ aod, « dae Terado Co., Assembly 
1068 Raymond Ave., Pace Inc 
“iy SLICING MACHINE COMPANY, INC St. Paul, 14, Minn Mansfield, O 
§ | 
a. a Vo Models; 2 new ‘Trav-Electric mobile Device: UniProbe adjustable ther 
Please send me your free bag full of news about Safe-T-Guard power conv rter Supre me and TV mostat assembly to power grill fry 
NAME Spe ial Chief for portabl lV op nan , deep fryer jucepans, etc. 
COMPANY eee Features: Positive acting; otters heat 
Selling Features: Converts storage ontrol through 450 degs.; guide 
ADDRESS battery current in car, truck or boat light signals when current is on; 
CITY ZONE STATE to 110-volt 60 cycle a.c. current; hi-temp phenolic case; 1650 watts. 
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A purse with a lot of coins and currency is better 
than one with a few. So is a market and a newspaper 
—for instance New York and The News! 

The News in New York City and suburbs, in the 
$5,000 and up bracket families delivers 
1,110,000 more than the Mirror 
1,170,000 more than the World-Telegram & Sun 
1.210.000 more than the Journal-American 
1,240,000 more than the Times 
1,410,000 more than the Post 
1,450,000 more than the Herald Tribune 


Customers with better incomes buy more, can 













$5,000 and up incomes? 


The News has more readers in families with over $5,000 incomes 
... than the New York Times & Herald Tribune combined... 


and more than any two New York evening papers combined! 


afford the best, are preferred prospects...and no 
other medium reaches so many of them in greater 
New York as The News! 

In the largest market, The News gives you more 
chances to sell...reaches more home owners, more 
stock and bond holders, more families with kids, more 
college alumni, more two car owning families, and 
more in the plus $10,000 income group! It’s the best 
medium for just about everything. 

Whatever your merchandise...The News with 
4,780,000 readers daily should be your medium, 
for the most potent penetration, at the lowest cost! 
Ask the nearest News office for all the facts. 


The [of News, New York’s Picture Newspaper. . . 


with more than twice the circulation, daily and Sunday, of any other newspaper in America. . . 
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...total up the inet ads it carries! 


Electrical Merchandising’s greater “IMPACT QUOTIENT 


creates more Market Action 


“AGE 


Test yourself — which trade magazine influences 
you most? 


Undoubtedly the one that delivers the most 
useful business information. .. the magazine giv- 
ing you the scope and feel of the Appliance- 
Radio-TV market with lucid editorial plus the most 
informative advertisements. You get the most 
from the trade publication that makes your 
market come alive: with the facts and figures 


pertaining to your livelihood. 


ELECTRICAL MERCHANDISING's reporting-in- 
depth techniques teamed up with the greatest 
number of multipage ads are factors triggering 
reader interest into market action. This IMPACT 
QUOTIENT —as we term it— means more trade 
influence for your advertising dollar. (McGraw- 
Hill Research Dept. measured increased visibility 
and readership per multipage ad in Laboratory 


of Advertising Performance Data Sheets 3102, 
3108 and 3109.) 


Here's the record: In 1956 ELECTRICAL MER- 
CHANDISING carried almost 200% more multi- 
page ads than it did in 1950. These pages, 1,023 
in all, equalled about 50% of MERCHANDIS- 
ING's total ad pages. Year after year MER- 
CHANDISING tops all other Appliance-Radio-TV 
trade publications in number of multiple pages. 
This is one reason Appliance-Radio-TV manu- 
facturers invested more advertising dollars in 
MERCHANDISING than in any other publication 
in the industry. 


Put the vitality of this influential magazine 
behind your next promotion . . . give your ad- 
vertisements — Multipage, Single page, Frac- 
tional page — greater IMPACT QUOTIENT, put 


them in ELECTRICAL MERCHANDISING. 








*IMPACT QUOTIENT TALLY SHEET 
Multiple and Spread Page Advertising 1950-1957 


ELECTRICAL MERCHANDISING 


Number of 
Multiple Page 
Year Advertisements 
1950 82 
1951 57 
1952 113 
1953 205 
1954 241 
1955 413 
1956 439 


Number of Total Multiple 
Spread Page and Spread Page 
Advertisements Advertisements 

432 514 

470 527 

548 661 

672 887 

548 789 

554 967 

584 1023 


* One page ads and smaller are not counted 











A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N.Y. 
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Electrical 


_ Merchandising 


j 


r{y 
ot 1023 pages of AC- 


TION-PACKED mul- 
tipage ads in 1956 
— an industry record! 





























MARKET PLACE OF THE INDUSTRY 
FOR OVER 50 YEARS 
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1958 TV Line 


PHILCO 


Phileco Corp 
C and Tioga Sis, 
Philadelphia, Pa 


Model t { 
Selling beature 
{ r 
ty r 
, { f 4 
i t ili I 
i i tat 
1 ' ' 
t | a ' 
mad t ! i i 
! r i i 
far mid t | i it 
i itt } 
ta i 1) | 
( 1) un tf p | t 
I | rf ! t i i 
wea t ! ha clectroni in 
fenna tun f climninate t i 
manual | ited | ition } t 
ran t t ! k t ial 1 
tert md a S| i} neh i i 
tt filter out iterference i d 
t ipplian p ith trucks et 
Del ts ha i ran itch and 
higher ta ly { bright 
il picture print d t 
iled agamst humudit ect il 
natched VHE-UHT i i md alum 
| ture tul 
\ 1 il | id ' 
i it Wake ila il 
! t mid natched peak it i 
| tend i { it j | 
il | dl tit i ip] i 
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" ad tunin ! n dated 
' if ' | { nt ' t pr 
al if ti} ty t int nat 
t i i ne mod cra t j 
t i touch. mt mut it 
tunin hannel number il lisplayed 
ind illuminated “dyna 1 
i i itt il partial d 
f tf tip tunin 
t ha i j j t 
; th ’ hy it } ' 
i i idjusted ¢ t onl | 
hha i it} wea Arm ] i 
1) t pt i remot t 
i! } i iitomat I ! ! 
ma tt hat tat ind ad 
t 1 n ndination of 
brass trim n 1 in d 
l-in al bn ! na 
hogany and fruit 1: a swivel bas 
with brass | ind f Ith utility 
shelf are a ivaila 
Mi America t i t ind 
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WESTINGHOUSE TV Line 


Westinghouse Electric Corp., 
TV & Radio Div 


Metuchen, N. J 
Model Vi 
| i ta 
( t j "i ic ta 
1) md portal 
Selling Features slimmer i t 
ia iT depth with t 
deg. picture tube are featured in 
i nsol tabi nd portabl 
od ture pilot remote t 
that | mt ny a outlet p 
tional; electronic tuning itrol on all 
| tabl md console operat 
th a powered push-bar that aute 
itical han channels, fine tun 
tu ind ind; auxiliary manual 
it for trong local interferen 
i ed under front pan 
Automat hannel indexin pr 
led p il p! in h it 
i ! t ec) m b et t rut 
nat 1} DY pa ill unused channel 
md adjust for local or distant re 
ption, hh hf t % id for table ct 
Wide th iker featured on all 
i ( tom table mod 





(Labinet il ty | inmut, ma 
hi in ma ib th t pi 
tur mask md hed l ta 
trim; porta ave 2-toned : 

name! I i fa th | ( 
tin picture tu i } ta 
th I] d tube i t in 

t tha I ' t i ha 

tage ! and vith I] implifi 

push-button “on-off mitrol on n 
oles and table models; Silver Saf i 

deep-et hed printed circuitry 

Prices: From $129.95 to $379 


Television 





RCA-VICTOR TV Sets 


RCA-Victor Div., 
Radio Corp. of America, 
Camden, N. J. 











Models: RCA Victor in, clean 
md m 
ta + ! ta iti i ) 
Selling Features Red | ibinet 
d pth t I ll } t cu i d hil 
ibinet trean ied Seri ot tapered 
porta , ibinet t table 
mod t md id i ot 
modern finish 
Performance feat include im 
proved tun 110-d aluminized OLYMPIC TV Sets 
tube in all | | and +t in set al] 
except 14-in. models which e new Olympic Radio & TV Inc., 
10 deg. tubs one t h” on-off con Olympic Bidg 4 
Long Island City, 1, N. Y. 
trols, motor tuning and remote control 
Hathaway (Serics 21PD811) 21-in, Models: Olympic 1958 line TV set 
portable I inch | front to back reaturing hi-fi TN ith D 
than former model 6 I|bs. lighter Selling Features: Sixty models of “Cu 
than previous table t Hathaway a tom Seri offer 3-D control | 
vell as all other 21 and 24 in. tube nam dimension and definition) to 
models feature One-Touch on-off Olympi hi-fi peaker sets; all n 
ontrol which permits turning set on ole ind ombinations of “Custom 
or off without disturbing pre-set vol Seri have a peaker sound tem 
ume an in-out motion is used instead plu rossover network table model 
of rotary iq lipp d with tele coping I'D) feati D and z peakel 
V” antenna f VHT with loop an ound tem pl rossover m¢ | 
tenna for UHI ither link handle Cabinets designed in ne lim silh 
iscode tune! LY tube s Ti tage tte in a variet f stvling different 
dip le antenna and nh. S} ik ebon ibinet styl 1a d LOICE tf fin 
ind d finish meta hes and UHF totalling 114 
Nassa » 14P'1 portab| All mode vith ind peak hi 
i¢ in bark " ony finishes. A ound tems feature pushbuttor 
delu version usin ime new 14-in on-off itrol, illuminated chann 
horter 90 deg. tubx Gladwin (14PD dial Ip iscode tun iluminized 
in garnet ry, ebony and gold hort-neck picture tube and removal 
or gold and ivor Both are self-con eeze filter i ill ind 24 
tained with no tube neck extending ts ha power transformer cha 
beyond back i n. shorter and Metropolitan series ha \ ha 
lbs. lighter than pl nt ts with same powe! transformer! tetrode tun 
tul ill ha brackets on back tluminized short neck l-in. tube 
ver to accommodat ord when t Delux el ha B ia powc! 
is bein urried. ‘These and all other transformer ha iper-cascod 
models have RCA Silverama alumi tuner, pushbutton on-off itch, lumi 
nized tubes, dark safety gla nated hannel dial peak hi-f 
new | i tab] vith 110d ound; aluminized short neck in 
t 1 Craduat und = Socialit » pi tul tube Eye-keze filter la ] 
ilite has n h fhcien ha ha milar with 24-in rt neck 
Malvern and Norman “Custom Cx picture tube 
i ombin l-in., 110-d Custom Seri ha D ha 
t vith short front to back dimen fringe area power transforme ia 
1 and n Signal Stron ia iielded ascode tun LD ce 
» i I ill equipped wit t peaker hi-fi, cross« network 
t tuning and mote control for pushbutton on-off switch, iluminat d 
Vill On top front righthand rn hannel dia l-in. tube 
f ca t a butterfly type rocker ‘Hi hassis similar with 24-in. short 
iT vitch; t hin ‘ ad turn neck pict tul 
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WATER SOFTENERS ‘ An Unlimited 


/ Big Demand! . 
People are now 











Market... 


















realizing the es 
importance of Cy Only 5% j 
i softening / Se cical LY \F } vem : / 
i‘ S Relationship» \@) Sa Q Saturation / 
“_——— with Sale of | — ia / 
e other | s 
Appliances 





HS) 34 | 
yf cb La 4 
asy . 
Installation OE / 7 
...Little or No “ A Full Mark-up 
Servicing 






©) ) — 
rom 
| «LC CASH IN...START NOW 
Headaches ¢ Right\now water softening is on tha threshold o 


becomigg big business. Now is the timég “ i 


On the\Ground Floor . . . Watch Your /Sales and 
Profits Sgr”. There’s real money, big money in the 


Distributors! Write us to see if your 
automatic , ; : 
particular territory is open. If go, 
here’s a wonderful chance for profit- 
by “modern” able selling. Tovestigate it NOW! 


economy model 


, - 
Fully automatic — with 


dependable timer. 

@ Handsome contemporary design — 
fits in with modern appliances 

© Choice of new decorator-color 
panels — a hot new selling idea. 

Completely simple, positive 
operation. 

Never cuts off water during 
regeneration 

© simple and economical to install. 

© Lotest-type high-capacity resin 
makes the softener compact 
and efficient. 

© Electronic tank-finishing process 
gives special “hard wear” 
coating. 

© Plastic-lined tank — 
10-year warranty. 

® Large brine tank — seldom needs 
attention. Easy to fill. 


Dealers: 
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Here’s the 


TWO ALL-NEW 


; aly, C 





Each packaged in a 
Gift-Perfect ‘Hat Box"’ 
carrying case— 

& another Schick first! 


* 


a 
“te, 
r 


a ee ; 
NEW LADY SCHICK ORIENTAL NEW LADY SCHICK SOPHISTICATE 
(Cat. No. 17) $17.50. fair trade retail 


(Cat. No. 16) $17.50, fair trade retail 


Cash in on this avalanche of advertising... 


STOCK—FEATURE-—SELL LADY SCHICK 


AQUAMARINE 
(Cat. No. 10A) 
$14.95 
fair trade retail 
© 1957, Schick Incorporoted; Lancaster, Po 
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stole the show last year... back with a 


BIGGER SMASH HIT FOR YOU! 


—EXTRA 10% PROFIT DEAL FOR YOU! 





| OFFER ENDS SEPTEMBER 16th 


When you buy 6 Lady Schick Shavers — 
one of each model—plus 1 Varsity, you 
get a special deal! The retail value 


of these 7 shavers is $115.40. Your a a 


regular cost is $71.55... BUT with this — 


deal your special cost is only $64.39! 
This gives you a BIG $51.01 PROFIT... 
an extra saving of 10'~! Take advantage 
of this deal today! 


LIMIT OF SEVEN DEALS 
PER RETAIL OUTLET 
OR DEPARTMENT ORDERING DEALS. 


SEE YOUR DISTRIBUTOR AT ONCE! 













LZ 


$4115.40 Total retail value rd 


+71 55 Your regular cost 
LESS EXTRA 10% OFF 


+64.39 Your special cost 


for all seven shavers 
Gives you a whopping 
$51 .O1 profit! Pe 


¢ Now you can offer a free 14-day home trial—to be promoted by power- 
ful advertising. Once your customers try Lady Schick, they’ll keep it ! 


e¢ Lady Schick line will be backed by a record-breaking $4,500,000 ad- 
vertising campaign on both network and spot TV, and in LIFE & LOOK 


right through Christmas! 


eile 


























Js 
Wii 





ROSE QUARTZ ik A / ®ORGET-ME-NOT BALLERINA 
(Cat. No. 10R) f (Cat. No. 15) (Cat. No, 14) 
$14.96 $16.50 $16.50 

fair trade retail fair trade rete! fair trade retail! 
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focus, automatic matched sight and 
ound tuner 
T | isi 2 swivel based console 218507) in 
ee elevision mahogany masonite and (21S$508 in 


light oak masonite are only 15 in 

















{ ta : ty and ¢ Selling Features: All are equipped with : . ‘ : 
I | 
| ci I , deep; both have 3 peaxkers, two 8-in, 
t ( et r transform ind new \angt : 
oat af , ‘ peaker 1 4-in. tweeter jutomati 
f ( d et , et 7 } deo tut used it 
, , re , - ‘ . adh as fo 1utomat it d yht and 
i d ak fini in r ft nodel ias decreased ibinet - 
. ound tuner et 
j ; : a. | ‘ tal | 
i iti q ill iat + nost wie moa Li p 1 on | 1SS in ma 
he t it I d , ! from front } , t } tuning < 
: , ' } in na ! ia i] uning on 
‘ f ited t de ator . 
Pric for 1 . teste Gn top of set, and seoentel 
I reat ) remot nt 
iet ] 1 d n. front spe aker 
' ' , 
- , eee improved tun iaded safety gla 
ifortable hairsid tening; no { 1 y P . P 
‘ jufomat I i ine 4utoma 
DUMONT TV Sets knob ibinet of tom decorat : ; 
’ * Pes? matched ht and nd tuner 
ther re 
Allen 6. DuMont Laboratories Inc., | ~~ — New lov t top tuning 21-in. ta 
750 Bloomfield Ave ts a rdwood in walnut :, : 1$405 
m 1 in 1Z wn (2 : 
Cliften, hj ' 1 1, ak ; : 
d nproved tuner; aluminum 
Model Price ) t ) 
' sutomat 
f r “ot 
: tr 
f i f 195 to $42 
N 40 ta | } on 
Selling Feature ind hite ha iaded safet nd 
! d t ind all above feat 
it r | t l-in. models ha 110 d 
tu ad la npt d tun 
ited peaker in front of t, mat 1 
i opt la 
t f ; bi Price ta f 1 $139 t 
; 179 ta ( > iy t 
SYLVANIA 1958 TV Sets 19.9 n nod from $229.95 


Sylvania Electric Products Inc., 









! 1740 Broadway, 
( i } ' | New York, 19, N.Y 
a ( t id Models: Sylvania Shimlin ) 
ist i ' perfect d im imchuide + ta mad 4 msok HOTPOINT TV Sets 
this | f del i i dels that in 
Hotpoint Co., 
funin t r f t tended t 1 diff nt 1" sation 
mer ¢ : 5600 W. Taylor St., 
DuMat | f Selling Features: All mod 19 Chicago, 44, Il 
()t ' t ( | ' 1} ' i ' vered Syl 
} i | | ibutton ‘ ‘ ’ Walia Models Hot it siy line include + 
bon and fandt | j S-11f ha pum | | tur ta . ot 5 
! | () Mat ; ntrol th Halol it, tram mid nightlit 
om th DuMat siaies Ninian ied enemand iies Selling Features: All models have slen 
’ ‘ ‘ Jew 1 imp : 
| hited i n | that me it inn det pi I tylin ind a new 1] deg 
id | for 1 I plo " lection in th directions |} ture tul in 21 and 24-in. sizes 
feat clude an San hann on han: tot j Iwo | nodels in contemporary or 
{ , ' tor: a | lock ¢ ine tn Mainline ta leader has tailored traditional styling on new 2\l-in, in 
tead im a ea Ti tec] ibinet | " n. deep veigh nut LS¢ ind light oak 
, ' if hin trol: tint-tilt 19 Ib Futura ha sme cab 1S6U¢ long and low, they feature 
, . f it ) I tvle tr r se : 
mova ns tube front; 40° m et depth, weigh lbs; deepest cabi 7 led to left of set HOFFMAN 1958 TV Line 
mapiil t ! int Ma tom iin 1 ¢ n veigh if th tuning ontrols to right; below 
eparal ena i WHE sta a ear ie an @ 9 iin cabinet a parat helf create Hoffman Electronics Corp., 
aT I icle memory fin S761 $. HN S., 
j ice , il ( r ry tine 
» Hil’ pl i t ith Los Angeles, Calif 
Uittt ant ' P | tuner remembers exact tuning adjust ; 
, , Models: Hoffman's 19 I'V line in 
; itch permits rents for each channel, user adjusts it lid : le] : 
' ( 1h D ( l ! Vid 
tt vl ' ' for each iannel } tf on ind theré - ast er # i 
variety of furnitut finisl 
‘ be ifter tuner automatically remembers variety 01 niture and — 
in 6 ins ( ey pecil idjustment when switching Selling Features: Dyna-Touch aut 
i b f n hann to channel; both also mati 'V tuning eliminate nven 
i md i model in reat haded ifet gla improved tional hannel tor—by pressing a 
, r , , nue d tuner iluminum =v ( il stav-set Dutton, user tun in pi clectcc ta 
i oa i , and frist lum nt touch button power tions or may make a single-channel ad 
d tuning, lighthouse channel spotter, au mce; pocket-size BeamRider enable 
lradit ( ' . nclud tomat fo remote ntrol auto iser to change channel n set from 
' tin a ' n 1} re mati ht and nd tuner, improved up to ft. awa BeamRider con 
, + i] b deflection yok horizontal speed on ists of a it transmitter which 
t a ' t d vertical stability and has no ph i nnection set, and a q 
| wial ( f d tra Ipp! I miniature receiver which is plugged 
f and 1 low In t-in. console line are deluxe into back of all t quipped with 
snd Lin sole: Cabinet : model 24850 in mahogany and Dyna-Touch tuning 
i " ivaila fruitwood PACKARD-BELL 1958 TV Line tSSU¢E in light oak; both feature Most sets feature Black easy-vision 
, rach emory ining, remot ( le nd Neutrex lig hield; 3 chass 
erry ¥ Packard-Bell Electronics Corp., miracle memory tuning, remote n lens and Neutrex light shield; has Is 
Collector Set mbinat includ 12333 W. Olympic Bivd., trol, 3 separate speakers, shaded safety ire featured—the Mark 10, Super Mark 
Westminster in sole in early Los Angeles, 65, Calif la improved tuner and other fea 10 and Mark ill transformer-powered 
American with mahogany finish; and Models: Packard-Bell 1958 lin f ] tures found on 1958 set vith a deluxe turret-type tuner, 3 
Beaumont, in Provincial stvling with IV sets with 17 t tin. screens in “prestige” 21-in. consoles (218555 tage 4 m IF amplification and 
herry finish. Both feature TV, AM black-and-whit eri pecial, d in mahogany on caster 218556) in iluminized picture tube. Bla k and 
' | ha fe 
KM radi Csarrard aut it + spec d luxe and tom decorator; also tw light oak have every deluxe inc luding vhite line includes a 14-in portable in 
2 1 ed 5 1] 
record player, record stora ice for 21-in. full-color msol ind 1s miracle memory tuning, 3 separate olor | and 24 in. table and 
up to 50 l2-in. record power tuned lettes; and a 21-in. horizontally styled pe ike! tay-set volume control, re onsole mod 
IV has 2 speakers, hi-fi has 4 speakers I'V combo. with radio, record player mote ontrol, touch power tuning Price: From $169.95 to $395; Beam 
Playboy Seri ontains 4 models, a ind hi-fi lighthouse channel spotter, automat Rider, $29.95 extra 
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THE ALL-NEW GENERAL ELECTRIC APPLIANCE MOTOR 


139 Different Tests and Inspections Help Assure 
Trouble-free Operation, Reduce Service Expense 


we P _ 
we x 


““__E-E = 
6 7 

i | 
L- 


| 











% . - . a : * ~ & 
In Philadelphia, buying begins at home 





The Bulletin goes home...delivers more copies to more families 


every seven days in Greater Philadelphia than any other newspaper 





Room air conditioners are only one of the many home 
appliances for which the people of Greater Philadelphia spend 
$276.231.000 annually. The way to reach these people is 
through the advertising columns of Philadelphia’s home news 
paper lhe Kvening and Sunday Bulletin. You can give your 


advertising the added impact of R.O.P. spot and full COLOR 


’ 
evening ana Sunday seven days a week 


The Bulletin exerts a powerful influence on the buying 
habits of its readers. Philadelphians like The Bulletin. They 
buy it. read it, trust it and respond to the advertising in it. 
Phe Bulletin is Philadelphia’s home newspaper. 


idvertising Offices: Philadelphia, 30th and Market Streets * Ne 
Avenue * Chicago. 520 North Michigan Avent 
Representatives Sauwver bergu on Walker Company in Detroit * Atlanta « Lo 
Angele * Sun Francisco * Seatthe 


w York. 342 Madison 


In Philadelphia nearly everybody reads The Bulletin 








ELECTRICAL 





KitchenAid is a mixer 


te 





and KitchenAid is a 


The KitchenAid Food Preparer offers unequaled menu 
flexibility for your customers. It is a quality product 
that is made to do the best job possible in food prep 
aration. The line of attachments is complete, designed 
for easy operation and perfect results every time 
KitchenAid has built-in power to operate all attach 


ments without the need for an expensive power booster 


It will pay you to stress this sales feature. And show 
your customers the exclusive Hobart planetary action 
that mixes just as thoroughly at bowl edge as at center 
Show them the attachments for chopping, slicing, 
shredding, straining and can-opening. Let them see how 
easy these attachments are to attach, use and change 


And another quality KitchenAid product is the electri: 
coffee mill that offers the housewife the convenience 


i 
lk 
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.a Can opener 


a colander 
and sieve 


profit-maker for you ! 


of always fresh, full-strength coffee. Stored in the whole 
bean in the glass container to protect flavor oils from 
evaporating, the beans are ground with the flip of a 
switch—as much as you need—as you need it 


The KitchenAid Food Preparer is available in three-, 
four- or five-quart sizes. The 3C (three-quart) and the 
coffee mill are available in a wide range of decorator 
finishes and colors that are compatible to any kitchen 
color scheme 


These KitchenAid products, and the famous KitchenAid 
automatic dishwasher, serve you and your customers 
as only quality products can 


Write KitchenAid Electric Housewares Division, Dept 
KEM, The Hobart Manufacturing Co., Troy, Ohio. In 
Canada write: 175 George St., Toronto 2 


KitchenAid. 
The Finest Made... by Hee 


The World's Largest Manufacturer of Food, Kitchen and Dishwashing Machines 
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EMERSON Portable TV Sets 


Emerson Radio & Phono Corp 
Jersey City, 2,N. J 


Model 


Selling Peature 





ROLAND Radios 


Roland Radio Corp 
Mt Vernon, N. ¥Y 


Vlodel 


Sellin bcature 





NEW PRODUCTS .. sss ios 








PHILCO Transistor Radio 


Philco Corp 
C and Tioga Sts., 
Philadelphia, Pa 


4 Nlodel | rt 
‘ EMERSON Transistor Radio ite tf . 
‘ Emerson Radio & Phono Corp, . 
Jersey City, 2, N. J Selling Features: ( | Te 
+( Device ! t 
, i if } 
Sclling beatu I a 0 
; it f 
: ind | d , A 
' 
-_ 1) h 
{ 
j i i i iitcina 4 
ee ih in) " i 
‘ j i] ! ' ' ' 
Price ++ itt ; a8 


V 


Columbia Records 
799 Seventh Ave., 
New York, N.Y 


1 


COLUMBIA Hi-Fi Phono 





beat 
SYLVANIA Transistor Radios 
Sylvania Electric Products Inc 
1740 Broadway 
New York, 19, N.Y 
Niodel 
Sellin beatu 
\ i 
Price 
ri 


AUGUST, 











DUMONT Hi-Fi Phonos 


Allen B. DuMont Laboratories Inc 
750 Bloomfield Ave 
Clifton, N. J 


Model f 


Selling leatures ) | Sta 


A\LEM 


1957—ELECTRICAL 


MERCHANDISING 





i : OT = O ' N T Ss Only 15” trom tront to back! 


NEW SLENDER 
PROFILE 
CUTS A THIRD 
FROM TV 
BULK 


Hotpoint Co. (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, Illinois 
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Another General Electric development in controlled-heat cooking! 





FAMILY SIZE, MODEL $40 






HANDY SIZE, MODEL $20 


General Electric Gaucepans with 


Kemovable Thermostats 
_&-quart*24”" 2-quart 19” 


(M et) (Mod 
Here is the most versatik portable cooking complete to avoid complicated inventor 
1p ce \ Ge i _ , 
apphan et. The General Electric Auto Powerful television coverage (°(| 
matty Saucepan simmers, steams, stews enne.” ABC-TV) plus full page ids in Lif 
! lex tries ‘“ ore accural sili on 
cna Pp IT Ve mor ul : ucOne ind Bette Hlome yA Garden will end 
; ‘ you Coo very hi iw perfe t/ 
rot let ' k everything j tomers Out looking for this excitir 
| , _ : 
tter than on a stove appliance. Be ready for ’em. Sec 


Priced right, too! And they're packaged — General Electric distributor now. 





No constant watching ou Completely immersible! | lx 


cial the led mostat nopluy o the General 


ay cee oe Progress /s Our Most Important Product 


maescoingsimos oto) shes hea omy GENERAL sg) ELECTRIC 


General Elect Co., Portable Appliance Dept., Bridgeport 2, Conn, 
*Manulactures rece ended ta baw Trade j ¢ 


PAGE 158 AUGUST 1P957—ELECTRICAL MERCHANDISING 












NEW PRODUCTS tec 





only. STRSS portable records way speaker tems im twin reflex 
id plays back monarually. STR6¢ hanger Special VM_ Super-Fidelis 
ible lel will 1 d and play back tspeed changer with extended range 
iaurally a ais st honica ram tnd | oil ndensel 
| sa ik Panoral Sicsta- Matic t hut off ver 
ind a | itt ist ( nut 
Prices: | n > t t i ibinet 
Prices: Ni | N\ 
8 til 


RCA-VICTOR Hi-Fi 


RCA-Victor Div 
Radio Corp. of America, 
Camden, N. J 


Models: RCA-Victor |] li inh n 
\Miult Sp d Mark 
ind 3 new stereo tap tem 


Selling Features: New line or Ortho 





\ Victrola phonos featur 
| ised number of multi peed 
i d ith st ickS fOr 
t now 
’ hi-fi serie on of . . 
Mark” hi-fi seri ts of V-M Phonos and Combinations 
i t d onsole including 


V-M Corp, 
280 Park St., 
=, . ingle cabinet Benton Harbor, Mich SYLVANIA Hi-Fi Phonos 
\MEIM_) rad hi-fi combinations; 2 Models: V-M ‘“Fideli phono No 
I t nsolettes and a 62 and combination console unit No 





ANL-EM radio, hi-f tereo tape player 


Sylvania Electric Products Inc., 
; 1730 Broadway, 
i LOO New York 19, N. Y. 
lark I (SHFI, a combination hi-f Selling Features: V-M hidelis” hi-fi Models: Line of 12 hi-fi: phonos in 








\M-F'M redio console include: table phono has new 4-way speaker ludes 3 portabl consolette 1 re 
1 stereo-tape player in combi tem and Acousti ontour control; mote speaker, a tape recorder and 
0 th tape r order; § pt ker pushbutton pilot light tarts unit onsol ind console combination 
matching speaker cabinets; I ts a record and starts a new one Selling Features: Portable, 4-speed au 
a ' { rectines 4 transistor it touch of fingertip with lid losed tomatic phono No, 440 has dual 
preamplifier to provid \ll other controls and a 4 rpm spin ipphired pickup, automati hutoff 
a performance, maximum output dle are grouped to left of 4 peed hi-fi plasti ( red Ise; In turquoise and 
, att hanger in ding Acoust ontour vhite 
Mark VI (SHE onsole has 3 ontro] eparate ba und brilliance No, 4406, portable, deluxe 4-speed 
: I2-in ind twe > 4-in ntrol ind lone-o-mati ontrol rite it hanger ha bo featur 
1d | eT 4 S iKel tem nsists of two ! mit it intermix and hi-fi 
pcak th cent tw ter com | 
Il ta : Walla i i i on } tabl a ime teat 
’ I nd . nut in be onverted te Onso 4406 with 6-tul AC 1 ANI ora 
, tt ith black brass finished leg { ' tta and white fin 
tra r } tt } lL ad 
IVD lil 4 is 4 ik . “ { ; 
i} iCh dia i | a 
— nati if 1 mia 
| SHI | efi wid 
\\E-PM | | n hha wne featur 
| tube AM-I°M_) tuner 
I i ! } ha tspeed | 
| 
| | it om 
i i A 
\VEIM id j divid isol 
¥-Spea | : tt a ner ith a in 
Mark II] . vat i lia t ik i | i agnet 
\\E-EM i ih nd , P » fruit 
, : ’ , | i i nd | 
i ’ , M hick onsole No. | j divi im i i 1] 
, ted t ntam 1 dual-speed t ANLEM 
. mm) t t il-trach t rcO-play tape recorde! Ik t L » ha xf) OVA 
uA 
peas aie t fi changer, an FM-AM radio h t j tweeter I rd 
, f Mark : ta il-speaker and amplifies torage facilitue 
. timer which can be pr | tabi I peed tape 1 ae 
| top any function and a + is ft ( if speak 
tton ontr pam t it pul amplifies edit button 
I 1 tacked «¢ ta ( | wk extra p ike! ick 
i tape dual nt ( ete mbination 4501 ha 
ri ter lid in d i t AM-IM tuners tap rd 
\ t t lone-« it i itt amplifier - 7% } 
t aT ontrol eparate ba peaker ic 14 ov. magnet and two 
in nt ui Cxternal Speaker I tweet xlta Spe iker jack and 
tict dual stereo broadcast input ilbum; mahogany or blonde oak ibi 
AM-I'M_ stereo broadcasts; ict No. 4802, identical in walnut 
ts t third i i vatt amplifiers; matched mult Prices: Krom $69.95 to $599.95 
: 7 
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ADMIRAL Hi-Fi Phono 


Admiral Corp., 

1191 Merchandise Mart, 

Chicago, 54, Ill 

Device: Adiniral printed uit port 

ible hi-h ph KK 

Selling Features: Contains new chassis 
of which 4 printed viru light 


lit; feature in vatt hih unphi 
fi Vhich provid distortion le re 
produ tion of recording ha ipacity 
to handle peak it normal listening 
level; twin speaker eparate tone con 
trol Psp d automatic record changes 


ith = twin-lever ippher utridge 
hanger and unplihier hut off automa 
tically after last 1 dj layed 

















MUSICALL Radio-Intercom 


MusiCall Corp., 
Los Angeles, 34, Calif 


Device MusiCall combination AM 


MI Tay mad imtercom fem 


Selling Features: An tube ace 
ten ith 4 dual p ry tile om 
of a Master station, a separate 
ntrol box for remote tation three 
nh. interior speakers and a 41n. front 


} 
door spt iker- mike; can be converted to 
( | tation tom optional i ' 
6x9 in. hi peaker md a phono 
k, all spe ike have a volume control 
ind oa. spring ontrolled — talk-listen 


itch; anti ju opper finish 


MASCO Electronic Nurse 


Mark Simpson Mfg. Co., Inc., 

32-28 49th St, 

Long Island City, 3, N. Y. 

Device: Masco wirel clectronic nurse 


No. WEN 


Selling Features: Unbreakable metal 
ibinet finished in baby blue; when 
vitch is turned on sounds of child 
inay be picked up by radio in any room 
of house, in car radio or portable bat 
tery operated radio; has built-in 4 in 
peaker microphone; one unit, no wir 


ing 


Pric e: $29.95. 
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SPECTACULAR NEW 











Here is beauty and functionality unsurpassed. And you can see that these 
is masterpieces from V-M almost sell themselves by their appearances. V-M 






consistently offers more for everybody including a lot of easier-to-sell profit 





for you. Profits, profit margins, quick-turnover on quality prod 


( pecially 
ucts with popular prices, mass-market demand and sales-inciting advertising 
ill combine to support you all the way! On every count, V-M takes top 
honors! And V-M “‘gilds the lily’’ with the sellingest promotions you’ ve ever 
een: national consumer ad program, billboards, point-of-purchase material, 
id mats, literature, direct mail, ‘TV spot announcements, zesty singing 


commercials! V-M_ builds in the big-sell to make it easier selling for you! 





PROFIT WITH “PLEASURE’S NEW SOUND”! 


}-VW VWodel 562 Superlative in Sound and Styling? 





Lo i the newe ( on of \mer! i ictual ize of your roon 1) Or 1 
fal) 0 Hest ( ! | ! fidelitv table Model 2 ha 1 power! l-way peaker 
i¢ Hlere for the tn rrie hy need ystem, tWwo a peakel each with 
om-fi , } fidelit to matct the centric tweeter cone. With all th Dp 

f On 1} at e iBT) ince Ba Lone-o-matll Vol me 


f \ AY Cx ( | ( } ir ( ) ontro ind high-f Mion Styviings { n 


PRODUCTS TO SPARK YOU 


From V-M...a totally new concept of hi-fi pleasure you sell ata profit! 


nmit Hi-Fi AM-FM Radio-Phonograph Model 568 1 V-M Hi-Fi Table Model Ele gqance Model 1290 5. V-M Model 1260 Automatic Portable 


} fit 
j i} 


ke 
Songfest’ 4-speed Portable Phonograph 


4 V-M Model 1276, Automatic Portable Phonograph 


V-M Hi-Fi Portable Model 557 lop profit, ton fe 


ack f 








11,500,000 


AVERAGE NET PAID COPIES PER ISSUE 


I fective with the January, 1958 issue, the advertising rates 
of Reader’s Divest will be based on an average net paid 


circulation of 11,500,000 copies. This figure represents 
¢ The largest net paid circulation in the 
history of magazine publishing 


¢ Nearly twice the circulation of any 


other magazine in the United States 


¢ The greatest circulation growth, from the 
highest base, ever made by any magazine 


in one vear 


People have faith in 


eaders Dige st 
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ELECTRICAL 


APPLIANCE 


NEWS 


TRADE REPORT 


Ui MA HAA 


MT mT | 
AMV HT i 
FANT UAE 


HU 


Hi 


HM 


AAAALAMTAAT 


HARRY GRAYSON 






News Editoy 





MMT 


HN Hh 


en Steel Costs More... 


ST APPLIANCES GO UP: 


® Appliance men aren’t sure Steel’s latest price boost was necessary 


® But they are sure it will ultimately mean higher prices for appliances 


® Right now, most are sitting back and waiting to see what others do 


K.N'T’ publicity concerning 


R* 
U. S. Steel price rises indi 


ited that the 


only 


higher cost of steel 
66¢ on a $300 
2¢ for a $25 toaster 
the appliance 


] 
would mean 


refrigerator, 


Oh yeah l 


manufacturer's reply 
Steel price ris¢ 


have sent a lot 


res soaring, both in 


ot blood pr u 
ind out of the ipphiance industry 
Economist iv steel’ recent $6-per- 
ton boost will trigger the already- 
oaring inflationary spiral to further 
Palin 
For the appliance industry, in 
part ular teel’s latest move P ed 
me real pl »blem 
One ipphiance pokesman 
pointed out that the $6 per ton 
ust a beginning. He complained, 
istance that there Ate ( eral 
hit t kinds of steel in a refriger- 
il each kind more expensive 
than the other: that the price rises 
will also affect the retooling equip 
ment that manufacturer et up 
every thre irs or so; that steel 
in mponent part l iso m 
lved 
While it true that a ton of 
t A Ildb freez 64 
t rat t th is just one 
t of st 1 the finished 
+ 


New Budget Drain 





t would appear that the 
; ; f te ] will ean 
1 the ap] j Inan- 
‘ ; 1} | 
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ult: higher price for thi 
nice ndusti ilread beset b 
price wot 

Critics of the steel industry also 
point out that steel workers are 


among the highest paid of all in 


dustrial workers (making an average 


of $2.62 an hour); that the steel 
industry is one of the few that 
finances its expansion from its 
profit rather than by floating new 
tock issue ind some even con 
tend that the progress toward au- 
tomation in steel has been much 
too slow (output per man hour has 
increased about 2.9 percent per 
year from 1947 to 1955) 

lhus many argue that steel 
could well increase automation at 
a faster rate, that steel manufac 
turers could absorb more of the pay 
raises out of their profits, that steel 
could finance expansion the way 
other industries do. ‘The spokes 
men for steel deny these conten- 
tions, of course, blaming the labor 


for 
government for over- 
in the 


] 
iation allowances. 


unions for constantly 
and the 
inflation 
for 


Ing wage 
ris¢ 
look 


amount it 


Ing 


de pre 
11th in Profits 
Lith high 


indus 


in is tecl wa 
manufacturing 
prot 
| 


industry ranked 


Wong 
1956 in and 
Lhe 
fol 


tment | , per 


rie lll 
percent 


that 


return on in 


In 


itively h 


ent both 
0 ipa 


iance industr 


sales 


\p] manutd ti tCal 
that, af th ral te 
Won thie teel increa to the 
consum the vill | e them 
lve ut of the market. ‘There i 
not enough margin in then 
ent price structure to absorb mor 
cost boost On the other hand 
ompetition 1 0 keen and the 
market so slow that an increas 
iT might be fatal. Some, how 
er, have already indicated they 
ill raise price thu po ib]. 


( 


ypardizing their market position 


The following price picture for 
me manufacturer 1 typr il one 
for the industry 

In the ten-year period between 
194 ind 19 the manufacturing 

t of 

i lau mat in i | 9 
pe cent p ed eased ) per 
cent 

model } ' 

i il} nodeCl pel 
cnt ( it up on + pel 

nt 

mothe i it lf 
pe ent DT j sca | 
ercent 

! { if it a | I] } 
ent ecreased 19.5 pe 

+ 
Cll 

nothe frigerat nt up 

_ nt vith i 16.6 

nt rice 
) Nn I 
i 

brom tl fy plain 

it a gore irt of the profit has 

id t ! ippila ices. 

not ; ‘ ‘5 


I thi | | Ss Stee 
I) been od Atte l 
immed / percent i) i tl 
first quart Ih | ubst | 
better than an full Cu ’ 
1 ite for the last 
Yet, when steel empl ent 
SI rose price Vvcrt sed Ihe 
ipplian e imdustt mnot ea 1S 
th TEL ifet ilve Th mn 
petith ituation 3 uch that the 
ntire steel price boost doubtle 
vill not be pa ed ol ft thie 
onsumer by most manutacturer 
What are the manufact a 
1h} 
som like Norge ine win ! 
mame of wait-and-see Nor feel 
that industry condition 
formune price poli i¢ 
bred Maytag I \\ have 
immediate plan to pa on 
nt steel price increases to Our 
istomer 
Maytag acknowledges that ice 
Crease ind forthcomin uto 
nati vage increase due der 
present contract vill add mift 
intly to the cost of hi product 
He ha hope of attaining m f 
ficient manufacturing methods and 
technological advances 
We are in a race between our 
ingenuity in reducing costs we can 
it ind the continuing march 
i t increases over which we 
have no control,” Maytag said 
We don’t know now which of 
these two factors will win. Ove 
th pull prices must pe 


MORE> 
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New G-E Telechron models 


Wood, metal, decorator and feature clocks 








? 





NEW! PROVINCIAL —French Provincial ce 
qn for authentic beauty. Rich fruitwood case 


with distinctive etched dial. Alarm, $29.95 


NEW! UNIVERSE — Zodiac figure: 
convex dial make tl olid bra 


a decorator delight $19.95 





NEW! GIFTWOOD — African mahog 
any beauty with handsome brass bezel 
Black numerals and hands for quiet 


elegance Alarm, $14.95 








NEW! SHINING HOURS — Distinctiv: 


vy j inst motif, with gold-« r dial blending 


parkling-clear lucite ra A wall clock 
for the discerning at $29.95 


BE Magazine advertising—full-color center spread in The 

Ox sco re of Saturday Evening Post. Full-color page in Reader’s Digest 
Three insertions each in Living for Young Homemakers and 
House Beautiful 


* 
fal { Dp rofit Sunday Supplements —ful!-color page and two added inser- 


tions in the top 77 markets 


i f Television — one-minute hard-sell commercials on the Cheyenne 
Dp a Nn S O r yo U Show, ABC’s popular adult western. 
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styled and priced to move 





...greatest promotion back-stop ever! 





NEW! TRIXIE—Bright-colored puppy clock 
in non-breakable case helps keep youngsters 


on time Trixte uggies bouncing | ill $6.98 














NEW! ROYAL SNOOZ-ALARM*—New 


nd of alarm wakes you, lets you snooze, 


NEW! LITE-TIME — Illuminated kitchen 
or bathroom clock. Bulb-lighted dial serves 
as night light. Stands or hangs. White, red 
or turquoise, $9.98 


wakes you again Modern case in smart beige, 


ninous, $9.98 














A 
NEW! TEMPO—Smart, fully NEW! WAKEWOOD— Contemporary wood case 
luminous alarm in ivory-color case alarm in dark African mahogany, $8.98. Also avail 
High style, low price, an appreciated able with luminous dial in blonde, light or dark 
gift item at $5.98 mahogany colors at $9.98 





GENERAL @@ ELECTRIC 
ee 7 NEW! DINETTE—Something new in 
“ele yi wall clocks, a saucer-shaped dial on smart 
SACHMON wall-t cage a rad, yellow, turquolen, ot 


et f T 
4 Mh ) f f he ¢ f 
—— 
And—7 all-new window and point-of-sale displays 

Plus—large space in full color in the following publi- And—Ownership plans on 3 new feature clocks 
cations (our share of th P ras iR Rane . 

i (our are of the Housewares and Radio Receiver And—f asy-to-win “Clockword Puzzle” contest with 138 fabulous 
Divisior new joint advertising program)—Life, Look, prizes—trips to Las Vegas, General Electric stock, TV sets, 


The Saturday Evening Post, Better Homes & Gardens, 
Better Homes & Gardens Xmas Idea Annual, House 
Beautiful, House and Garden, Esquire, Holiday, This 
Week, Parade and Family Weekly. 


and more 
And—Ad books with complete mats, radio and TV commercials 
and ideas 


¢ See your distributor quick for the whole new exciting story! 


Ask about the basic retail stock computer. 











BRINGS YOU 







ty 
2 








te 
a 


ry 








* Only patented, self-thawing 
clothes dryer vent with 
exclusive automatic 


weather-proof damper 





SELF-CENTERING CLOSE- 
COUPLED VENT FOR 
SPEEDIER INSTALLATION. 


LOWER PRICES... 
MORE TO SELL FOR 
MORE PROFIT. 


NEW VEN 


New self-centering lose-coupled 


vent provide for fastest, easiest 
direct venting on outside wall from 
kitchens and utility room 

| 


coupling is automatically self 


New 


automatically locate 
and tightens itself. Acc 
of flexible tubing automatically 


to ade 


centering 


rdion action 


red distance from 12 
Available 
for 3-inch or 4-inch diameter dryer 

All kits individually packaged with 
instruction sheet 


SAVES TIME AND LABOR 


New coupling unit with 


adjust 
inch maximum to flush 


prong 
guide makes it easy to connect flex 
ible tubing to vent pipe No lost 
time or fiddling around in cramped 
quarters trying to engage tubing and 


vent 


NEW LOWER PRICES COMPLETELY LISTED 
FOR DEALERS AND DISTRIBUTORS 


Our top quality 


and new lower price 


convenience we 


eparal printed, 
All price ure plainly 
glance All DRY 


heet Freight 


Kg 


allowed « 


together 


eliminate pricing 


V~LO-Us pr 


pelled ou 


kit are 


ve you more 


yue 


ce sheets for dealers and d 


or | 


with completely new close-couple unit 


o sell for more pronit For your 
work, Only DRY-R-X provide 


tributor 


ou know your profit pieture ata 


individually packaged with instruction 


1) } ood 


or more 


DRY-R-X VENT KITS FOR EVERY NEED 


Flexible Kit ne 
matic Damper 


1 inche 


Rigid Kits inclu 


matic Damper 


Aluminum pipe 


in diameter 


or 4-inel 


> adjustable 


-foot length 


Write direct for information 


on displays 


ond price sheets 


free literature 


DRY 


rt} 


DRY 


aluminum elbow 


R-X Exhaust Hood with Auto 


of pearl-gray Flexible Duct 3 or 


R-X Exhaust Hood with Auto 


, and 6 or & feet of 


--==-=-=-----)) DRY-R-X CO. 
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hi dGad 


6632 WEST SHORE DRIVE 
MINNEAPOLIS 24, MINNESOTA 


lo th j t te however 


present levels.” 


eed fidllitdall } 


Wait-and-See 


i i 
Hot 
‘ 

} 

( 
(ny th \ 
’ t | a 
that + } 
! na r poli 
} ; 
; 
I id 
} 
I i 


ri int usc on l 
nb] rm 
What General Electri West 
eal ind other large | l 
tle influence th 
+ ‘ S 
I t i i the i 
j i tuation t th 
lea tt ! that som price 
i t] olny L hes 
t vill probabl me 
if i t 7 
fact } i 
l yp f steel th 1OW 
! Mand 


You re Out of Step. : . 


Motorola 


officials warn some distributors 


during the firm’s annual convention; the solution, says 


the company, is to “Match Motorola’s Momentum” 


Not but 
nt (Oh ist m th 
j t the fi ‘ 

| I\ iit 

\\ | } " " 
! hh rye t fine n line 
" ict ! ) hi ito the 
| | if ft mout 

thi ] i} npan 
I t In nttin talk 
t nt hdward 
la ] bce that } | of 
u share the will to win l'o the 
ntire gro laylor threw down a 
hallenge hich b ime the them« 
vf th ition. Match Moto- 


\ rth mpan inten 
tions, th tribut hown 
I t pa ed hi-f Tr i TV 

} th mayor empha n higher 
pr ed 1 hi iclise 1 new home 
ind clo id ul an adver 
tisin unpaign which rtually 
doub!] 1956 omotion pendi 


lay] \ ath a 


tributors 


that ‘‘t nany of u don't recog 
) strength and spend 
t nu tim \ n ibout 

hat tition doin He 


m ! ‘ t ut ne 
| n why he was 
( itished, ‘I tlered a bill of 
art 1 ! t if hort ! 
in 1 th vast year. It includes 
et I t”” 
rox t | Mot la r 
( " | ist f fa ri to 
pita t t im 
th mn ! itl rhe 
fact that n i i manuta 
t I t Kl Lave inne 
listributo buffa | in + 
fa t tin i 1 
h t thie tab Ki] » market 
AUGUST 
~~ 
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i not bd 
tried ] 
1) troibut } 
ha of their ipplau the 
I iil l hy 
md hiefh 1 Th n 
l rou ) phono t t ) 
cake t { 
t. Brin the heaviest ) 
from distributors were fiber glass 
i Oll a silike portabl pion 
ind a drop-in AM-FM_ tuner 
Promotion of the firm’s entire hi-fi 
linn VI | Ca mpha ! 
} fa ible iting re ently 71 na 


Motorola t bv a mnsumer ratin 


< r 
Phe firm ) ry Cc i 
topp th I len 
ite t nod mn vh h i rd 
iv ft Not thea \ 
pen I ! yared l’eatured 
ith 1 transist zed wirt 
t nit which will operate 
to 40 feet thi t. Othe 
en i ru idvance , " 
tub t reat vh ly < 
nate the 1 ures if pow t 
th ' f 1) | f 
{ . ! { tubs t the 
tub t if t fk 
i Cini 1 it n ul 
I | th hd d 
rh t t ad ! 
ludes a “brand-identificat om 
i t vat f } 
Saturday Evening Post t ad 
Lit September t h 
1) ( f new , } 
ie end 
! r'\ l the N Prod 
{ ! f tl September 
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* Hathaway Deluxe; y 


i) 


RCAVICTOR 





56 sq. \n.* Secialite Deluxe; garnet, bv 


HT 


“-L 





NE 


y 
P f 
y 4 4 


y (17PD809 


in.” Nessou; 


New sell-up sensation —“lean, clean” design 
comes to portable TV in every wanted size! 


Here’s the hottest package of streamlined 
selling power in portable TV history: new 
RCA Victor “Flight-Line’” TV! 

For the first a line with all three 
popular portable T\ Plus a 


time 


most S1Z7e8 


Deluxe Series with new feature-packed 
models in two sizes. You can sell up in 
size and quality. 








Demonstrate the “Mirror-Sharp” 
picture--the improved Balanced Fidelity 
kM Sound. Show how new “‘Flight-Line”’ 
TV delivers like performance, 
Then clinch that sale with the “Fingertip 
Jalance”’ handle and new “Lean, Clean”’ 
design that makes “Flight-Line’’ TV the 
all! 


new 


console 


smartest, easiest-to-carry portables of 





New “Lean, Clean" styling 


Graduate —!owest priced RCA Gladwin Deluxe 14”+ tube; : 
Victor 17”+ portable; 156 sq. 108 sq. in. viewable area; gar- k New e 
In ewable area; gray or net, ivory, ebony-and-gold or picture tube lexces 
ebony finishes (17PT807). gold-and-ivor 14PD805). 


Al your service 


ELECTRICAL MERCHANDISING—AUGUST, 


1957 


Your 


you in on all the 


RCA Victor Distributor can fill 
“Flight-Line”’ facts and 


figures. Good idea to call him today! 


LEAN, CLEAN AND MIRROR-SHARP 


@ nocd VICTOR @ 





New Sun Visor )« ke Telescoping V-Type an- 
picture M f fenna «| ences 
/ ht, — 14PT B02 
7 
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AN RCA VICTOR exhibit featured ster ophonic sound. Sales Representative Bill Costello demonstrates 


Hi-Fi and the 110-Degree Tube 
Make Big Ripples at Quiet Market 





ADMIRAL’S TV SOUND with an auxiliary phonograph gets some attention fron EASY LAUNDRY’S Parker Erickson, back to camera, kids with volatile Chicag 
left to right, David Goodheart and Bob Devereaux, of General Electric; G dealer Sol Polk as a group of amused onlookers take in a spirited Easy sale 
Larsen and Bob Fichter of Westinghouse. Demonstrating is Jerry We pitch at the Easy exhibit space 

A SERIOUS DISCUSSION takes place at the Norge space. Left to right ar GETTING A PICTURE of things at the Westinghouse space are E. L. Clark a 
Andy Tobin of Norge, Bob Armstrong, of Electrical Merchandising; Jack Curley ( J. Walker of Radio Corp. of America, who check out automatic tur 


Dick Averill and Jack Wolfe (back 1 amera), all of Norge as E. B. Cain also of RCA, quizzes Paul Langdon of Westinghouse, facing camer 


—— 


ae jeer ro) 
j » 


‘Pal 
( 













THE LADIES compare notes At left is Miss Slender Profile (Hotpoint One A LIGHT TOUCH is provided by Easy Laundry Appliances. A “Chinese” picket 


ot ¢ 


yivania’s Slimline girls has her back to the camera boycotts automatic laundry units 





A GROUP at the Tappan exhibit includes, left to right, Don Nelesen, Mullen 


Appliances, Sheboygan, Wisc.; A. B. Ritzenthaler, vice president for sales 


Tappan Stove Co.; and Bob Sawbridge, also of Tappan 








TOURING the Philco line up of television sets are ¢ J. White, left, and Jos 


Rushton of Frig daire 


MOTOROLA'S J. B. ‘Kip’ Anger talks to old f d Abra Hots 


representative from Cleveland. 1 ene the Hotnoint 
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The U. S. PAVILION of Poznan 


1957 International Trade Fair was ultra 


The U. S. Steals the Show... 





Pavilion above all 


POLISH CONSUMERS came by the thousands 


» look at the thing: Americans take for granted 


_..At the Poznan Trade Fair 





A SAMPLE of living better 


viewed a variety of major appliance 


electrically drew a multitude of emotions as 
s and housewares such as this Waring blender 


most of them available in the average American home 











A Point for Discounters .. . 


is won, as Supreme Court refuses to halt below- 


Fair Trade advertising in New York by out-of-state mail 


order operation; G-E weighs next counter-move 


Ihe U. S. Supreme Court last 
month denied a General Electric 
Co, petition to sta discount house 
idvertising in New York State of 
G-] produ ts at below-Fair ‘Trad 
price Specific il] the advertising 
has been placed by Masters Mail 
Order Co. of Washington, a sub 
idiary of a New York discount 


department tore chain 


Master has been offering G-E 


hand it below-bair ‘Trad 
price by mail order from Washing 
ton, D. C., an area that is not 
bound by Fair Trade law G-l 


this in the 
yurt vhere the round of legal 

encounters has brought the itua 

tion to the Supreme Court. Mas- 

ters won a decision from the Court 

of Appeals and G-l 

of the 


ha been ontesting 


ountered by 


requesting a stay idvertising 


by the Supreme Court until the 

in be onsidered by that 
tribunal. Th tay is what ha 
been denied, although the way is 
pen for further legal action 


m the part of G-I 

G-E spokesmen have not dis 
losed the company’s future plans 
in the matter at this writing, but 
they have made strong statements 
in regard to their belief in and 
defense of Fair ‘Trade. They are 
tudying the situation 

Meanwhile, the Supreme Court 
‘tatement leaves the war 
Masters to continue its sales and 
idvertising, at least until a High 
Court ruling declares otherwise 
There is, too, the po ibility that 


other discount operations and de 


open for 


partment stores can set up similar 


mail order arrangement 


Master 
had some difficulty pla ing ads for 


, on the other hand, has 


be low | dll | rade price d mer han- 
dise in the New York City news 
Several papers refused the 
idvertising and Masters found it 
necessary to turn to television for a 
time. Whether the Supreme Court 
ruling will alter the new paper ” at 


titude is not clear at this writing 


pap rs 





: 
Bs 


) MEETINGS 








RADIO-TV-ELECTRONIC SERVICE 
INDUSTRY CONVENTION 


Sheraton Hotel 
Chicago, Ill 
August 16-18 


WESTERN ELECTRONIC SHOW & 
CONVENTION 


Cow Palace 
San Francisco, Calif 


August 20-23 


HIGH FIDELITY SHOW 


Morrison Hotel 
Chicago, Ill 
September 17-2] 


PORCELAIN ENAMEL INSTITUTE 


26th Annual Meeting 
Greenbrier Hotel 

White Sulphur Springs, W. Va 
October 3-5 


INTERNATIONAL ASSN. OF 
ELECTRICAL LEAGUES 


Sinton Hotel 


Cincinnati, Ohio 
October 5-8 


AUGUST, 


1957—ELECTRICAL 


CANADIAN ELECTRICAL MERS. 
ASSN. 


13th Annual Meeting 
Sheraton-Brock Hotel 
Niagara Falls, Ont 
October 9-11 


INSTITUTE OF RADIO ENGINEERS 


Automotive Bldg., Exhibition Park 
Toronto, Ont 
October 16-18 


NATIONAL ASSN. OF ELECTRICAL 
DISTRIBUTORS 


Board of Governors 
Highland Park, Ill 
October 26-31 


RETMA 


Radio Fall Meeting 
King Edward Hotel 
Toronto, Ont 
November 11-13 


NEMA 


Traymore Hotel 
Atlantic City, N. J 
November 11-15 
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manufacturer to assure its distribu : : 
Manufacturer Briefs tors that its products will continue First to Sign 
to be kept clean 








It is our solid and reverseless 
eW hirlpool Corp. has arranged for opinion that by assuring distribu- 
shipment of mixed carloads and tors of our desire and intent to 


truckloads of RCA Whirlpool ap maintain good, strong sal policies 
pliances directly to those dealers which afford a fair profit through 


who order in such quantities this new fair-trade dealer franchise, 

we will be able to enlist with 
@ Ampex Corp. has acquired a 25 Magnecord the very best outlets 
percent interest in ORRadio In- ivailable and to hold them, Daly 
dustries, Inc., and team effort will mcluded. 


be directed toward the engineer- 
' 


ing and research activitic of the 
ompani 


Service Schools 


@ The Maytag Co. has recalled 235 hrigidaire division of General 
employees who were furloughed Motors Corp. reports progress in its 
in April. The workers returned to plan to open permanent appliance 
work in late May and June. The ind air conditioning dealer service 
recall is attributed to a tep-up in chools within GM’s network of 
lemand t 


raining centers across the country. 
lhe I'rigidaire timetable calls for 


d — complete dealer training  faciliti MORT FARR, Upper Darby, Pa., appliance dealer, is the first servicing dealer in 
Fedders’ First 








to be installed in each of GM America to sign dealer-service agency agreement with Philco Corp. Watching him 
() remional centers within a vear sign are, left to right: Henry T. Paiste Jr., Philco’s vice president in charge of serv 
edd Ouigan Corp has fol Che ye reads operating in on ice; Frank Whitten, Philco’s service manager; and Ben Vanella, Farr’s general service 
| through in- the 11 5-volt ; manager. Farr will now provide free Philco radio and phonograph service during the 
t t Last vea +-ton 1] uit of every three. 90-day warranty period and will be reimbursed by Philco 
OR a le area Division general manager Her Se OE 
ead t 5 Temeel eaten feeieiies man I’. Lehman describes the com | 
Gest SE Fe pe pain new tramimg program a Krochley explained that the ob More Credit 
inother industry ‘first’ designed iective of his committee is to shift 
“ ae inl ears to maintain Frigidaire leader hip the major markets to April and Whirlpool Corp, has | \p 
' ' the field of customer servic October because of what he iid plane Buyers Credit ¢ 
aid ae a0 a ed va 1 rapidh de loping trend wholly owned finan il 
idl yf ” brand. can ck imong retailers to seek new m pnt uthorized capit LQ 
live more Btu nel itt Vh Hy Fj M handise in the pring ind fal eanthae “ 
omnat j pe : t h I-Fl erger \t present, in iddition to th Local offices of the finan mm 
pie | : ann 2 se ARI Rek-O-Kut, In manufactures Chicago January and June market pan | vill be opened in ! mited 
tandard 110-5¢ oft high-fidelity omponent ha the National  lurniture Design iunber x location y . rhe " 
Redd nsesident Salvatore C yuirchased the Audak Co. Accord hows are held in \pril md Octo future Robert binch ner] 
. ng to George Silber, president of ber of each vear in the Virginia of International 1 poy mad 
a ee RI ata ol ca. Buyers have regi leclegraph Corp. and now of Kel 
i } iid that tl n Rek-O-Kut production of all Au Carolina area | | 
os units will be transferred to th t da prefer ice for Chicago ( dit Cor | ’ 
ling ee ' sh 2 iw Rek-O-Kut pone mn i o4 
as Bes | ry aver lhe trademark, Audax, will be est of Luc 
bas ; lade ntinued and a me orporation 
ni ei Dail ' : th iOwn \ Auda In vill be 
P formed a livision of Rek-O-Kut. 
i Salat Power Fa Silber will be president of the 
r f it h ¢ Auda d mid Nia 1 | in 
, P , host We found ft ( Co 
I] ontin iltant and 
hy , if n Cel 
' , +] 
Nat | t | ippl 


Spring and Fall 
. n pril tober market yat- 
For Fair Trade ee = 
l : 





1 iia Db in th hy he 
\ i division of Mid oOard Of go nors of the Ameri- 
[nist ents, Inc., has an in Furniture Mart is conductmg 
| f f _ f ; bn 
Ya trad 1Ca it , nanul en Maytag: Del t 
n iot only to help iit ind its buyers to determine 
/ } it ft } { ir cdl ibilit f mak " ige 
I | 1 th i th I nt J Hila J ! up Re 
ae 
\ if Magn barn | t fa : , 
|. 
b pt can it mon 1) I L . —_— =! ‘ 
I i IS discount K bie p t of the K ICT 
, ' \ Pia ( ‘ 11] MAYTAG-DETROIT, newly-formed sales subsidiary of The Maytag Co., gets a good 
, iy nbs et eee “ luck send-off from Bob Grinnell, center, general manager of Greenley’s Flint, Mi 
' ’ ? er << | 
Hugh J. Da ‘ | ts ay , to t He is felicitating John McDermott, right, president of Maytag-Detroit. At 
i t for tl I n Janua Maytag president Fred Maytag II 
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CASH IN 
WITH COMO 





LOWEST PRICED FABULOUS 45 “ViCTROLA” With “Golden Throat” tone. World’s simplest automatic changer—quick, 
quiet, dependable. Just stack up to fourteen “45” EP’s on the big spindle for almost 2 hours of music. In 
charcoal-and-coral, black-and-gray or white-and-flame red. Model TEY1, $32.95. 
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Now you can offer 40 Perry Como 
hits for *5 with every RCA Victor 
Fabulous 45 “Victrola” you sell. 


It’s only natural — people come clamoring when they’re offered 
real value. That’s what this new Perry Como promotion is—a 
real dollars-and-cents bargain. Every time you sell a new RCA 
Victor Fabulous 45 “Victrola,” your customer is entitled to a 
special Perry Como album of ten “45” EP records for just $5. 
That’s a fraction of the original worth ($14.90). There are songs 
like “Hot Diggity,” “Temptation” and others. Also, the album 
includes a fascinating booklet about Perry and his songs. 


Even the “Victrolas” help you sell. The RCA Victor Fabulous “45” 


tassecereeses: 
bbe pbidtime os 





DE LUXE AUTOMATIC 45 “ViCTROLA.” “Golden Throat” tone. Extra-power- 
f In 2-to1 Model TEY2, $36.95. 


in 2-tone green or 2-tone gray 





DELUXE PORTABLE automatic 45 “Victrola.” Luggage-style case in brown- 
and-tan or 2-tone green simulated leather. Mode] 6EY3, $42.95. 





ck, 
In MULTI-SPEAKER HIGH FIDELITY 45 “VICTROLA.” In 3 wood finishes. Mark VIII 
— Model 7HF45. Mahogany, $79.95, other finishes slightly higher. 
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is so loaded with features it’s a great buy in itself. It offers 
more music for less money — world’s most popular, most trouble- 


free automatic record system — Hi-Fi or “Golden Throat” tone 


almost 2 hours of music with one full load of “45” EP records. 


Coast-to-coast advertising! Watch for ads in Seventeen, Reader's 
Digest, Life and Scholastic Magazines. Radio and TV commer- 
cials on Monitor, Perry Como, and George Gobel Shows. 


Cash in! Contact your RCA Victor distributor now! 


@ RCA VICTOR 


RPORATION OF AMERICA 








LOW-PRICED PORTABLE automatic 45 “Victrola.” Plays on AC current 
Luggage styling in rust-and-pebble white. Model 8EY31, $39.95. 





DELUXE TABLE MODEL automatic 45 “Victrola.” Extra-powerful. Smartly 
tyled in black-and-gray or maroon-and-buff. Model 8EY4, $49.95. 





PORTABLE HIGH FIDELITY 45 “VICTROLA.” Multi-speakers. Lugygage-type case 
in brown simulated leather. Mark X11 — Model 8HF45P, $69.95. 
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SHOW - STOPPER at the Housewares Show was G-E's 
team iron which offers the housewife a spray fea 
ture fo dampen liner as sv ror Home eco 
nomics director Virginia Garvey demonstrates for 
left to r ght, Paul Conrad and M. M. Wh of 
G-E and F. Schwartz of B. F. Goodrich Tire Co., 


Akror Ohio 


HOUSEWARES SHOW: 


JOHN OSTER IR., of hn ter Manufacturing ( 
has a quiet talk with Robert F. Draper, sales d 


rector of National Presto Industries, In 






\ 





Water-Pistol Irons, 
Longer Lines, Brisk 


| I t t tt ! | 
()-] i iT 1 which a i \ 1 th tf th 
t is t ly f Lot f unit Lh rol iot interchang 
t if new el t ill th t a) I Litt if mut t 
' Swing-A ( Rival. Bu Elect inket i 
yl | | t | inn q Ih t a \ 
uit ! I if tl ! thi i th nddl \ Vill 
ttacl tt if tcmperal »S i I) ract 
\I | r fi tl t! j ta tT thre | t 
ft ( j { ' ' 


A TABLE FAN int: ts Joe Duggan, D & H Distrib MARVIN ALLESEE, formerly wit! 
ting Co Inc Harrisburg, Pa left, and P. ( with old friend J. P 
Glenkey, Signal Electric sales manager charge of sales for Waring Products 


Dormeyer talk 
y 


Mcilhenny, v presicent ir 








A PENSIVE Cris Witting, 


inghouse Corp.’s consumer 


Schusters 





HOLDING TOP-LEVEL DISCUSSION are, left to right, J 
Westinghouse electric 
Frary & Clark 


tion anager 


sales 





manager of Landers 


appliance 


and Landers 


( 


ponders as 
M:lwaukee, left, and ad executive Carl Johnson talk 


hi 


division; §$ 


pres 


right, vice president and general manager of West 
products division, 


W. L. Corneillier, 


LANDER?: 


Zaird, sales 


( 
dent B 


Tf ges 


‘ 


Surface 


( 


promo 


>. Fisher, general 


Ne ese 


PROCTOR LINE-UP includes W. Y. E. Rambo, ad manager; C. Birkhold, the 


company’s 


r 
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They are takir 


southern sales manager; and J 
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g advantage of a brief break in bi 


siness 


1957 


Tiers, eastern sales manager for 





SILEX SALES PITCH comes from Adam Hepp, the company’s general sale: 


manager 


center. Listening are John McQuade of George H. Wahn Co., Boston 


left, and R. C. Shinnick, also of Silex 








DORMEYER vice president James J. McLaughlin, right, holds the attention of 


left to right, |. A. Farbman and Arthur A. Ettkin of |. Lehrhoff, Newark, and 


James F 





Gallagher, Dormeyer’s New York district sales manager 


FLORIDA DISTRIBUTORS Richard A. Vehon, left (R. A. Vehon Associates, Coral 


Gable 


s), and Robert M. Hitner (Graybar, Tampa), center, talk with Marlun 


Manufacturing Co. president Emanuel Sado 


MORE> 


PAGE 





17 





s 
4 










HOUSEWARES SHOW (cONT.) 


FRIENDLY COMPETITORS talk it over as Hoover's advertising manager W. C. Jones, center 
and V. P. Buell right, visit with R. E Dobson, left, of S. C Johnson & Sons, Inc 


i> 
\ 
“scm 


ROBERT J. GUERRIERO of Abraham & Straus, Brook 
lyn, talks business with R. L. Bailey, sales manager 
of KitchenAid division, Hobart Manufacturing Co 





D. J. WOODMAN and S. |. Russell Jr. of Northern CORY COFFEEMAKER excites sales manager Harry 
Electric talk with J. R. West of Graybar in New Roehm who shows it to Meyer N. Rubin and 
York Jack Dewhurst, J. L. Brandeis Sons, Omaha 








L. K. BUTLER, left tells the Westclox story to Victor W. Cohen, center, of May SON-CHIEF ELECTRICS’ M. F. Tanner, left, answers the questions of Leon Mark 
Department Stores, New York City, and Vince Zupan, Famous Barr, St. Louis man, Korvette, Inc., New York City 
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$Half-Billion Project 


Hotpoint announces a new 770-acre plant and 


6000 homes to go up in Chicago suburb in cooperation 


with a construction company 


Hot ss h innounced 
r" t nd residential 

} | pment in the st 
f [he development 
A ntly by Hotpoint 
( Centex Construction 
( r ft iation largest 
nom 

\ ng toH itpoint pre ident 


John ( Sharp and Centex presi 
dent J Live] 1 total of 3000 
! | ae i ( hic igo’ fa 
volved. Livel 
f the ne 
itial an 
; Kp ti | + 
f , ( 
\ t h ! 
tl >t rice ran 
half the new 
tract. Another 770 acres owned by 
Hot rv devoted to ip 
p! iufacturing operation 
Th of 720 acres owned bv 
( t | become an industrial 
pal nployment for ove 
| ( nN 
In ng th Hotpoint an 
noun nt Sharp iid the com 
pan t tart construction 
imm tely of a refrigerator com 
pre r plant on the new site. Thi 
plant v upplement present facil 
itie 1OW perated by Hotpoint in 
Chi Cicer Milwaukee, and 
Chi Height 


Sharp said that other buildings 


ire in the planning stages and will 
be added over the next ten years to 
meet the growing market demand 
for th ompany electri appli 


ance 
Sharp aid that the 


770-acre tract is the largest acreage 


company’s 


ever purchased by one manufac 

turer in the greater Chicago area 
He said that this investment in 

new real estate 


hrm il 


ind buildings con 
no uncertain terms the 


onfidence in the na 


tion's expanding ece 


company 
nomy and the 
future growth of the electri appli 


ince industry 


Hi-Fi Movement 


General Electric Co. has reor 
ganized its high-fidelity sound com 
ponents operations to attain “in 
creased concentration on technical 


efforts.” 
[he engineering, manufacturing, 


development and sale: 


ind marketing of hi-fi products is 
being transferred from the com 
pany’s ‘I'V receiver department in 
Syracuse to it 
components department in Auburn, 
NN. F 


cialized hi-fi products in a depart 


pecialty electronic 
The change will place sp 


ment devoted exclusively to the 
development and sale of other ele« 


tronic component 





Dryer Full of Hats 





A NOVEL USE is found for a Norge automatic clothes dryer 





Here Ann Glenn, left, 


Norge home service representative, and Pittsburgh milliner Rose Maugeri, right, 
fill a dryer with newly-made hats. Miss Maugeri says she saves 2500 hours every 
year this way. The machine cuts drying time to one-eighth of what it was 
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YOU CHANGE YOUR ADDRESS 


Be sure to notify us at once, 
so future copies of ELECTRICAL 
MERCHANDISING will be de- 
livered promptly. 

Also make certain you have 
advised your local Post Master 
of your new address so other 
important mail doesn’t go 
astray. 

Both the Post Office and we 
will thank you for your thought- 
fulness. Mail the information 
below to: Subscription Dept., 
ELECTRICAL MERCHANDIS- 
ING, 330 W. 42nd St., New York 
36, N. Y. 


NEW 

Name 

Address 

City Zone State 

Company .. Tithe 
OLD 

Name 

Address 

a --.- Zone.... State 
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330 W. 42nd St. N.Y. 36, N.Y. 











Webb Manufacturing Co. 
29168 MM. 4th St., Phila. 33, Pa 


Please send me prices on Wrapabouts and 
Slingabouts for 


ranges C) radios {) ale conditioners 


OT C) washers refrigerators 


FIRM NAME 
STREET. 
ciTy 


OO lm” 





Quick 
easy way 


to make pipe connections 



















FOR WASHERS, DRIERS, 
REFRIGERATORS, 
AND OTHERS 


Model CT—with flared joint 
for copper tubing 







































Model ST— 


for pipe connections 


SKINNER-SEAL SADDLE TEE—for mak 
ing pipe connections. No pipe cutting or 
threading. Only one bolt to tighten 
Quick, easy. Cuts cost. For installing wash 


ers, driers, gas refrigerators, heaters, 


etc. Write for circular 


Approved by Underwriters’ Laboratories, Inc, 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 





When you deliver the new television set, 
it's a real thrill for any family. Show 
them you agree by delivering it carefully 
and installing it expert! and they'll be 
your customers for life. One sure way to 
make the right impression is to make 
your deliver in Webb Wrapabouts 
They protect everything—the appliance, 
the customer's woodwork, and your rep 
utation as a service-minded merchant 
Webb Wrapabouts are made of water 
thickly padded, and 
and they last for years 


WRAPABOUTS 


For Radic, HiFi, TV 
and Air Conditioners 


For major appliances use Slingabouts 


repellent canvas, 
flannel lined 


A ( 
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NEW! This Will Be America’s 








prinkles 


SPRAYS JUST THE 
RIGHT AMOUNT OF 
PLEASANTLY WARM 
WATER FOR PROPER 

SPRINKLING ! 





EXACTLY 
THE PROPER HEAT Fr 2 
FOR EACH FABRIC ! |= a 7 JUST THE RIGHT 
3 AMOUNT OF STEAM 
...NOT TOO MUCH 
...NOT TOO LITTLE! 
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*\Viost-Wanted” lron! 


as you iron! 





eee eeee#e 
Hi . Iramaty ea ! ne most in from one to another burn out loveltet tin ey oo 99 e e 
t | team is added mooth tron in far | Linn 
lt thie ome (rene klectrie Spra Steam & House Ve ine omg to love this iron. It ure NEW 
1) | lhe ty that lets the housewtl to be the most inted” iron in America. We're 


throwing the combined advertising weight of mans 


he ¢ | Elect a Steam & Drv fron of America reatest media behind ut 


iminate prinklin nd pre-dampening of all fab Big double- and single-page ads in Life, Ladi 


includ nea ( tlon linen ina tarched Home Journa (,00d Housekeeping ind r\ Com SPRAY, STEAM & DRY 


fabri that no other steam iron can prope rl mercials on “Chevenne”’ over ABC-TY 
isten. You need to pre larnpe nOn our very Get set to cash in on the demand, Start stockin ! R Oo N 
}?! uel table lotl them now! General hlectri Compan Portable 
Actuall hree tror n one. it changes instantl \pphanes Department Brid eport 2. Connecticut 


=. 


/ / 


Progress /s Our Most Important Product 


GENERAL @® ELECTRIC 








n I 


Sprinkles as you iron, Saves pre-dampening hea Just press the button. Sprays exactly the right Use it as a steam iron, bkyven-flow steam penetrate 
brases the most unmount of pleasantly warm water on fabric for pe deeper Whip out ermep (iin-smooth iron 
! fect ironing. Not too muel not too little Changes instantly fron lean 1 1 











Dial the temperature. \ er Fal Dial se Handy Cord-Lift keeps Lofft fabric illo ou So light... so easy to use. Weigel 





1 ! ! ett } he 1! ‘ nt «ol i r pt ‘ ‘ nal 
; ’ } 
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Gotham’s Model Kitchen 








WHAT NEW YORK CITY housewives want in an all-electric kitchen is displayed by 
the Consolidated Edison Co. in its Yorkville district office. Officials of Con Edison 
and General Electric Co., whose equipment is featured in this installation, are 


shown inspecting the kitchen. In the foreground is Con Edison vice president 
Otto W. Manz Jr.. left, with assistant vice president C. Wesley Meytrott, right. The 
kitchen includes the things the ladies asked for in a recent survey 


Gibson Gain afncenad ee waged Be te 


itil i ( l nove 
son Refri if ( f od vithout nh their 
that i iT hitfur nt mia | 
! thin j | ! ( " nitted§ that 
vclinst \ to ( (, tf ut much |] 
" | ly ' { tly i th iclust " on th 
I] ( | i ha | nt | ; / } 
if ! z'% \ I if rf 
if ii th thi t 1 ] 
| ii moth iT ! | I nonth nd nf | to 
Ji luction { l 
\\ ly ( " ly \p " " i ) 
i j npetith t 
narket a ly t t Csi! j | | that ro na 
test strength ibilit ondition ihead of last 


Cool, Clean Promotion 









-* KIiIVRHATEO 


A 
, 





TWO HUNDRED Norge refrigerators will be given away in a merchandising contest 


held jointly with A. E. Staley Manufacturing Co., makers of Sta-Flo liquid laundry 


starch and Sta-Puf laundry rinse. Shown discussing merchandising ideas are, left 
to right, A. E. Staley Ill, Staley’s advertising manger; Henry Volle, assistant manager 
of the grocery products department of Staley’s, and Robert J. Runge, Norge’s 
director of advertising, publicity, and sales promotion More than $250,000 ir 
advertising will support the jingle contest which runs through August 10 
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Room Unit Doldrums .. . 


. are the result of a generally cool summer. 


Industry spokesmen see sales about equal to those of 


last year—barring a hot spell, that is 


in ill it Come I 
i mt Ih ha ! 
‘ S7 to « ; ot 

vritin no ¢ yt j 

i 

I} der t age vhat annual 
um vill be, a dealer can fig 
that be hould have old ap 


inate) fo ir out of five ot his 
Cal unit August | This 1 


nfirmed by studying the accom 


panying table which shows the pel 
centage of each year unit old 
per month over the last four year 

By the end of July in each of these 


ears, between 76.5 percent and 
) percent of the year’s units had 
n sold 
[his year relatively cool im 
ner, spott d by only a few isolated 
hot pell lik 1 four-day scorcher 
that seared the New York area in 
mid-Jun has not been condu 


fo room unit ile Most alr 


iitioning imdustrs expert con 


de that the industr 1.75-mil 
il f S7 will not be 
hneved 
\ ig ft ( mge jon ot 
th \ ( dit ung & Refi i 
tion Institut n fact, the indu 
t hould hit between 1] 
million unit this vear 
ng the p bility of real hot 
ither in late July and through 


\ugust, of cour 
Jon point mut that it take 
misistent ibove 0 deg tem 
ratures to spark a run on room 
init ind the earlier this type of 
ither come the bette: \fter 
thi nd of June, the effectiveness 
f such weather is counte ted 
by the fact that many consumer 
figure summer to be half over 
Growing public acceptance of ; 
miditioning is a factor to be con 
idered, of course, but it is not 
cnough to pur re illy brisk ile 


vithout iccompanying hot 


Price have not held well in 
1957 as a result of the slowne ot 
the market and the large inven 
tories held over from last year. On 


the other hand, the po ibility of 


i ile dump cems to be un 
likel For one thing, manufa 
turel ire pen nor caufiou 
out produ tion: distribut and 
il irc Wa i ut buyin bor 
oth thin ma i ilread 
low aS fo make dummy ict 

i. Since no bank upt r di 

t isa inin th vind on the 
fact t untikels 


Jan. 
Feb. 
Mar. 
Apr 
May 
Jun. 
Jul. 


7-Month 
Total 

Aug. 

Sept.- 
Dec 


that ¢ 
dump 
facture! 
dealer 


wide pr 


has be 
last vea 
by earl 


dealer 


] 
ng Uunso 


ny ha 


On ict 


cent of 
| 200d 
it CO 


its wa' 


of Year's Sales by Montt 


1953. 1954 1955 1956 
1.31 32 2.97 53 


94 3.47 $.11 
is 6.96 7.2 
46 8 48 8 87 
61 12.77 17.59 
36 14.99 27.16 
86 28.24 14.46 


o 

™N 

@ 
oOoDON UW DO 


— NWN WK 
oo oO 
UN oO 
Uu™N & 
Nn — 
Ww RN 


5.94 82.70 76.50 83.99 
6.88 9 69 14.47 8.35 


7.18 7.61 9.03 7 66 


her il] ( ub tantial 
on the part of the manu 
If troub brews on thi 
] t should not too 
] ] 
id ( ical in 
] + 
nm si la large p ot 
| 
rs inventory was exhausted 
prin In many ca t 
ha th tion of turn 
id units t the manufa 
1h) I t { l 
I 
| lita 
t l t | tribut ind 
cl t uld indicate 
th true it 1 i ilt 
l l ed ha ot 
t t t in oF ] i 
' ! 
] +} 
plain f TT ! i I in 
rt that \ugust has, on « i 
ounted for nearly 15 pel 
the VCa ile 195 ) 
hot pell uld still t the 
ditionin ndusti ‘ on 
toward its 1957 goal. But 


without the right kind of weath 


it look 
uinicr 


on hi 


as though John OQ. Con 


l ng t tin t t 
1 
po ketbook 


West Coast Mart 


Lo 
own It 
promist 
formla 
tature 


[he 


Angel vill soon h its 
initure Mart, a project that 

to make of southern Cali 
1 marketing iter of greater 


million Mart is nearing 


the half-way point ft comp! tion 
It is located at Broadway, Wash 
ington, and Hill Streets in down 
town Lo Angel 

Started late t mm the 
900,000-square-foot buildings x 
pected to b mpleted ] t 
the first day of the New Y It 
vill be unde t im 
ment as th t Mart 
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Marketing Briefs 





@ The Chicago American’s new 
Sa ( trol Manual presents 226 
I tal Statistx on the Chi 

Ket The r ( 

} ( Lassine 
ta i il map 7 

i i 3 hy 1) 

| 

| l } m 
@ Sales of ‘he Hoover Co.’s ial 
t | on howed an in 

r pel nt in lume f 
t tf month f 1957 Cl 

th i} d la t i 


@ Production and sales of radio re 
I n April declined from the 

vel of March but eported 

to be nsiderably ove April 1956 
ig to RETMA. Radio set 

utput in April totaled 1,115,813 

iIncludin 350,45 


iutomobil 


mpared with 1,609,07 
id ide in March, which in 
17,5 3 iuto t \pril 
luction totaled 992,982 

ia 299 iuto set 


@ ‘Television production and sal 
tor Ay leclined from March and 
from A 1, 195¢ but 


ded production — by 


| 
umulative 


n OUI ts during the first 
four months of this year, according 
to RETMA. TY output in April 
tot 1 246 npared with 
} nade in March and 549 
1 in April, 195¢ 
Suburban Sales 
Retail ile 11 rowin nore 
than t rast 1 th iburb 
i litan market the 
hin the ntra t | 
Donald Ik. West, direct f 
t 4 Redbook 
West nt tailed th ipid 
t I I i iburban n 
! nab ivailable a new 
t f retail maj 
t tan market h of 
vh had total tail sa f 
t million durin 1954 
] 


D } 
t [ ‘5 Bure th Censu 
1 
it } ir 194 
Mit t » Dan 
' 
btractin itra 
t , } ; ; 
1 of 4 irket . ‘ 
t , ; 
l 
; ' } 
l 
vth tl ; 
f ; 
? + 
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TV Week Set 


Be a New TV Family is the 
in for the forthcomin 1 


hall bestival 
; 


imMpaign Th 


! n prom hon itl 
Kicked off September l4+ by Na 
1} lel On W eck 
( crating im the | rot 
th National Applian ( 
I I'V Dealers Assn. (NARDA 
Radio-Electronics- Television Mf 
Assn Riko TMA National | 
nic Distributors Assn. (NIDA 
National Retail Furniture Assn NEWLY-ELECTED officers of NEMA‘’s ma 


‘ jor appliance division are C. K. Rieger, 
NREA); National Assn, of Musi left, new division chairman, and John 
Merchants (NAMM); and Nationa A. Hurley, right, new vice chairman 


\ssn f klectrical Distributor Rieger is vice president and general 


NAED Further cooperation manager of General Electric's appliance 
, i lect bilitic and television receiver division, Hurley 
— Wen UY Ce Gee is vice president in charge of RCA 
their league ind association Whirlpool sales 


Chairman of th teecring com 
ri tte for both the I 


Week is A. W 


ti il ind 


Be Th olin, exccu 


t vice pre ident of NARDA 

\ wide variety of public rela 
tions and sales promotion material 
Vill be pro ided to National ‘Vel 


ision Week chairmen in participat 


i itn which are expected to 
number ibout 150 population 
enters in all 45 state Jermsolin 
nid National publi relations ef 
forts for the week and the Iestival 
vill ork to support lo il 

Wn 

Other member t the tec! 
committee include J. DD. Secrest 
uftive vice president of REEMA 
Julius Haber, chairman, RETMA 
publi relation ind idvertisin 
ommittee; Winston Ryan, con 
tion and exhibit mana i 


NAMM, Herbert V. Hedeen 


, P 
tine altces of META: and Mi HAVING DINNER are E 





HOUSEHOLD SINK units section officer 
are F. A. Lowery, left 
H. T. Hulett, right 
ery is manager of Westinghouse’ s 
heater and kitchen utilities 

ment, while Hulett is general manager 
of G-E’s Dishwasher and Disposall de 
partment. They are 
Hot Springs meet 


chairman, and 
vice chairman. Low 
water 


depart 


shown at recent 


Faces In The News... 





Van Sciver, center, with hands folded, new chairman 


of NEMA‘s electric range section; J. W. Craig, at Van Sciver’s right, vice president 
Michelle Rodgers, executi and general manager of Westinghouse’s electric appliance division; J. R. Poteat 
tary of NARDA. Alex Greenb at Van Sciver’s left, general manager of G-E’s range department; and A. J. Rose 
Roscoe Rau. and Virginia Pegram braugh, manager of Philco’s refrigerator and freezer department; J. J. Anderson 


manager of Westinghouse’s 
suppliers for Frigidaire. Van 
disposers, and dishwashers, 


resent NREA and the home { 


hin mdust 


power 


ranges 


90 Percent Comply 


Lh Air-Conditioning & Ref 


eration Institut mou that 
manutactu t Om a i 
ditioners ha pubh hed th 
it itin f all their 19 mod 
n terms of Btu pel hou 
) nis approximat } if 
f U.S p luction 
ARI 1 put hie at yublish 
l | bhi iValiabdlie th if ! 
Olipalh { thic f 
th nausti ind tl 1d 
Most of th it f 
I i ul ! t 
i 
th) fication } ' 
r ‘ 
INCOMING AND OUTGOING chairmen of 
bect # r 
Ih the major appliance division are shown 
| () ( juring a break in the proceedings At 
() 7 I | eft is retiring chairman R. J. Sargent 
AR] r ‘ { 4 with incoming C, K. Rieger, right. Sar 
gent general manager of market 
’ , ‘ 


ng and distribution for 


Ce s consumer product division 


re 
tp 





major appliance division; C. J 
Sciver i 
Philco Corp 


West nghouse 


Prashaw, supervisor of 


product manager for electri 


_.. At Hot Springs Meeting 





TWO OF THREE newly-elected officers of 


household 


NEMA’‘s 


freezer 


refrigerator and 
section are, right, Frank Haus 
feld of RCA-Whirlpool refrigerators and 
freezers; the new chairman of the 

eral Engineering committee; and E. B 
Barnes, left 
of Kelvinator 


general 105 mang 








OPPORTUNITY to profit with 
ON PRICED 


INTERNATIONAL AIR 
CONDITIONER COVERS 


made of Firestone Velo) 
et [ 
LUT 
4 


igh 





32 STYLES TO FiT 
EVERY LEADING 
MAKE FROM ! fo 
2 ton units 19451 fo 
1957 MODELS, All 
AT ONE LOW RE 
TAIL PRICE FOR 
VOLUME AND 
HANDSOME 








3,500,000 air conditioners already sold and we cover most of 
them 1,500,000 predicted for this year! Here’s your chance for 
cool, EXTRA profits. Sell the first and finest sell INTERNATIONAL 
Covers For Air Conditioners, made of a heavier gauge, trouble 
free Firestone Velon. Get the jump on the market, let us show you 
how with our generous cooperative advertising plan get the 
facts today! 


Distributor franchise available in some territories write for details 


INTERNATIONAL COVERS FOR AIR CONDITIONERS CORP. 
532 Broadway, New York 12, New York 


LOOKING FOR A LINE 
OF PRODUCTS THAT 
WILL SELL IN VOLUME 
WITH REAL PROFIT 
MARGINS? ) 


With a complete stock of vacuums and floor machines in 
both portable and heavy-duty model PREMIER satisfies 
all cleaning requirements with economical, simply-operated, 














adaptable equipment. Your customers are buying PREMIER 


machin why don't ell them? 

Premier offers you an established name in the market, a 
high qu ty line of machine ind tools, fast delivery, and 
advert rng ill of which mean and profitable 

iles for you! So wl not investigate the whole story? Fill 
in the coupon id mail today 
( »L ww veral 1 Ker 
i} heminn APA 
Ley A wn A : 2 Minnesota 

(,errard St \ loront ( 

Please rush me ‘ formation on the complete line of PREMIER 
we t nl ine pe | ru 

Na 

Ad 

‘ t 

ALL I ( \sar 
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Safe Refrigerators 


National Bureau of Standards completes tests, 


proposes two alternative escape devices in move to 


insure safety for children at play 


| Stan 
? ) ? 
tl IT) ! i 
ret th nisid ! 
f i knob that turn 
t if i 
T } f t yf thy ' 
of ¢ 
If thr ipproved after mor 
test ( sulfation with manu 
fa | rT mW 
| t 1 all househ 
! it th t of | } 
f ( ’ 
Clon t cdistu ( enoug! 
t t i ' la hy ! t 
| KCC if dental leath I 
hildren ly iffocated aft t 
| themsel t ipped "i Dall 
i ! if Uh hd I 
) | the S¢ ta 
or ¢ 1 the Nationa 
B ) ! 
! j ) " ‘ ? 
brie 
, 
| 13 t np I 
! \p i { ! 
1 int ip 
t! l ll ! 1 l I 
t ini nen KCC if ly 
th hon nad Ip cettort 
N latch ed 100 nt 
ifist | it thre push 
knob j it 
ultation with child [S\ holog 
pert ind manufactur 1 
basis of th test 
Review. Ihe next tep is | 


Make! ind Bureau officials ¢ 


vi the detailed technical equ 
ment mad, if th iwree, Secreta 
Weel vill ue them a prop 
tandard Interested parti wil 


th i Have | It nth to pi 
han in and comply with th 


. "1 : 
aictail which will become law by 


Ilene the pre posed detail 

1) The knob must “‘resemble a 
nal doorknob im size and 
hape mounted near the latch sid 


of the door extending into the cabi 


net at least 4-inch Lhere must 
i 3-mch clearance between th 
’ ) pie f the knob and 
th urtace of the doo It 
must open the door from the in 
| i th ippl tion of cl 
if | { 
! if I fm than 
Ih ! ital 1 I 
? ! 
tion 
2) tch d Lust 
AUGUST, 
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j pp inion 
! ra ted pel 
t t piane Of the 
| 1} ilong 
the latch edge of the inside of the 
losed door hall not exceed 15 
THY 
Details a iso set up for testing 
th i must operate 
1] f spilla of foods on 
them ind must operate with or 
vithout the power sour of the 
trrigerat t t Or 
the 
\nyon pl | hang in 
thr requirement hould ontact 
the National Bu in Of Standards, 


\\ ishin fon 1) ( 


Confidence Study 


Phic pub I nhacnece 
in the apphan IV industr 

iifested it I ( ntl la I 
port mac the Bett Busine 
| uot Ne York City, In 

Thi ureau, in tin t il 
top ten cat I t equ t 
fol rvice mnquil requ ting 
Dach und mformation a vell a 
omplaint ibout inferior or fraud 
ulent busine practice I ded 
home appliance t the t if the 
list. ‘There were nearly 12,000 re 
q ts f I 1 the hom ip 

1 ite I 

Lhird on the lst was television 
i nd I que ts for ser 

in thi it approa hed the 

Ny Hii lB 

Fourth on the list was home im- 
micit SCTVIC quest here 
totated nearl { 

Second on the list was furni 
th th a litt ider 10,000 


Sales Helps 


| A. Darling Co Bronson, 
Mich., manufacturers of functional 


] ] } | 
} 


cispla md merchandising equip 
nent ued a new 40-page 
tal illustratir nd describ 
in npiet ‘ ne of Viz-l 
Bilt meta j nan I 
l Hew f gondola-t pe 
tion unit lable in a 
wid irict f styl 1Z and 
Adjust forated metal 
i i ind a 
He ble 
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Styling, But No Color 


Du Mont’s new TV line features quality cabinets, 
period styling, but there is no color in the line and only 


three 110-degree tubes on the low end 


| icrifi f quality for vol CIVE! together with naller 
ume and existing color T\ é d ind better proportioned binets, 
lap n the wrist from Allen B rovide a much better bu far 
Du Mont I itories, Inc., execu the public is concern 
tive t a pre howing in New Du Mont pointed it that 
Y City recently ent black-and-whit ts are 
Du Mont’s president David 1 mly 17 inches deep, whereas color 
Schultz launched into the matt binet pr enth measure 28 
if 1 declaring that the nch He maintain that the 
'V lust ym petitive p differential is considerable. 
! :. 4 man low-cost Du Mont introduced its new 
t tripp l-down I line th a ved to tl ood” 
i iw h pe 1 the fact them Girl Ire dl i rida} 
t lanufacture ire n f different p I Iped 
nerchandis¢ thi Int up the p iod st f the 
Du Mont I 
Dr. A B. Du Mont, tl n S iteen | in 
pa 1 of th ird finish t ni} '\ 
] t t () j ind | i fidel 
t t ming season will ty phonograph m the new 
| t trat mn the ] f ne. New features includ louch 
th t id-whit te] mat tuning risi tive hi-fi 
th as tot qu lit ound through the u f ultiple 
of th ! id the u of fine natched tone pcake and 
vood in t ibinets, together with other refinement 
iuthent tyling,”” Du Mont said Lhe short-neck 90-d pl ture 
We f that at the present time tube used in the majority. of 
the up r pictur that in be the receiver with th | 10-degree 
»bta l n black-and-white re tube in three lower-p iced models 


Overseas Developments 


New products, increased production, and a new 
way of selling are among the changing conditions that 


bring foreign manufacturers up-to-date in appliances 


) is apphan manufactur iT in a booming econom 
ers seem to be keeping pace with McGraw-Hill World News al 
their American yunterparts and eports that the volum f We 
ir metimes edging ahead German production of radio and 

It i reported for instance, that television receiver sets excecded ] 
production has begun in Britain billion mark last year About 
of a washing machine that use 460,000 radio receiver sets, 550 
ound ipbration to hake the 000 tel ion ct ind bout 
dirt off clothing This machine 160,000 combined radio-T'V sets 
vill be iilable t I] rsea cre produced last year 
market Its mak is Gillot FE] In 1955 output amounted to 
tro Appliance Ltd Cotswold million radio and 90,000 ‘TV set 
Work in Chalford | Ort of radio set in 1956 

McGraw-Hill World News re timated at about 1,560,000 
ports that General | t ( nst 1,290,000 in the previou 
Ltd Kngland ha nounced | numb f I'V sets ey 
deve nent t ! periphon ted t | i timated at 
loudspealh tem designed to r bout 60,000 compared with 27,000 
p 1 iq t nd, 1 1] 
1 t igle-spe Optimism. The West German 
listort t f Manufactu \ timust 
quenci ibout thi i b i result 

In G id} ind tele ion iicfly because about { 00 TV 
] luct bu pected t luced 
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WINNER of the grand prize in the 
annual electric fan window display contest was Bressler’s 
Albans, N. Y 


teen additional awards 


National Electrical Manufacturers Assn.'s fifth 
Hardware, In St 
Bond. Four 
were also announced 10 winners in the 


For this window, Bressler’s won a $1,000 U. 5S. Savings 


totaling $2000 


electrical appliance and combined department store-utility categories. 








TOP PRIZE among appliance retailers in the electric 


Hardware Co., Salisbury, N. ¢ for this window 


fan window display contest 


went to Greer Prize was a 


$500 bond 


j ‘ ‘ j ' il h ’ if ; 
| wl i} ; ; ist ‘ 
ct 
( win Iso faci mail lo remedy th if t i ect 
j ! nethod | ( i i] 1Ct ire on j tiga 
na id) retail trad i thie bilities of jont thing 
denn t! tablishment of ( yuinit house i hich th 
unt hon 1 th | ) | actuall na ut thre 
tr hop ! 
ty r ny ¢ Wh { 
! ian idividua pu 
to tne ps vee Larger Portables 
1! | 
t ! t I it ¢ j j i 
i 1" | ! t thi 
) t ling to Hf V. Hil 
t ! trac nan ) man marketin ball of t 
iit ! j tel i trent 


MORE> 


PAGE 








Because 960 out of every 1000 PROMOTION magazine, Some 87 manufacture 

















te 1 set o offered merchandise prizes to 
i4 1 SCTeEeN Siz vit 1-5 nany winne In addition, th 
ewabik i and r The Soft Sell magazine mducted a $1,00 n 
if Man i Hotpoint A petition for 19,733 local dealer 
trate in 1 t throughout th untry who set up 
" 14 J t the hn ft i ymitest head 
t 1’ ’ ' quart 
if ! ind ihe Th ntest wa nducted ¢t 
three preference f encourage home modernization in 
IV set four areas: exteriors, interior 
I t t t tion ind kitchen-utilit ircas 
’ ’ 
3) Sets that | | Guaranteed for Life 
; ( P f 
’ | 2 Lifetime Warrant Institute 
t th j Inc., a new non-profit organization 
, ‘ has been founded 
’ Hot The Institute will thorough] 
test product offered to the publi 
\ with the aim of certifying th 
eat linen tnad fe Saale that measure up to clearly-defined 
’ req ’ ' if A NEW APPROACH to shopping is afforded by the Sol Polk exhibit at the Chicagoland tandards for a lifetime of use. 
: Fair Polk furnished some 200 vibrator chairs, which he placed half-way through Merchandise that survive In 
‘ ; P the two-mile exhibition. They proved irresistable to the ladies titute tests will be eligible for a 
. | ; pecific lifetime guarantee by either 
, the manufacturer or an insurance 
underwriter 
In line with variou Federal 
Trade Commission rulings on th 
Six Rules ubject of warrantic the nature 
: ind extent of the guarantee and 
_— ee the manner in which it is to be 
“ fulfilled will naturally be defined 
] { ( mm j in 
oP by the underwriter 
l'o facilitate the work of the In 
He B , oh ” ar stitute, a series of money grant 
y id = a will be issued to colleges and uni 
“2 he Atlanta A versities having laboratory faciliti 
ristit I | that for testing mechanical and elect 
1) A ! niuist il appliance Lifetime Warrant 
to tl les | | Seals will be granted on the basi 
nent it t I 1 of the result ot uch 1 ircl 
that j t] { { project 
Organization headquart t 
Bef Wa tt 14 Kast 62nd Street. New York 
n must | n - hat POLK HIMSELF, left, found time to relax and visit with friends and customers. Re 1, N.Y 
t} i] » al ” s that laxing in the next chair is prominent Chicagoan M. C. Meigs 
t th tc f t 
AA uv ' 
| es Bombs’ Boom Sales lal lace AR 
, n , r¢ nal 
te th luct’s story and \d ur raid” has turn | | Wagner. “The p 
- ' : P nal it wt CAP rOMOTO! notion pi | many time th 
r ' ion f ou \ Wagner in ppt trath ‘ had pect d and tl 
te hect oint dealet m Round — Lab 14 Non iutomati vash 
, Z , bombed three town . ntl d I ret it } in 
i a : | \s a ut, h | ma ter heat n 
| han n 12 hou 1, tart 
' Wagner's boml Cost of th sie 
Pag anccgsitie N | Dispenser Whee | 
itfout N h thre t na 
flyin plan | nstol \ 
: : a. an ony 
| I | a alto wets, | ) Robert C. Gunther, G 
hy Ill., h 1 selected nd p 
Wit \ t ; mn 1 Bet Hlom & Gard 
t t Tit idait , na ! 1956 Hom 
f i ata wal perma t ’ ny ient Contest (; th RCA VICTOR dealers will show this dis 
led } ' ‘ $3] f hi ntre kitchen play during the 1957 portable radio 
the fe 4 ' sales season. Designed to resemble a 
, ree A tot - European kiosk, the display carries out 
' ' ; & : the travel theme “‘Anywhere You Go, 
m tit { iT I t Take Along an RCA Victor Radio 
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$1.4 Million Push 


| & Clark, manu 
ract rt Un rsal lin ot 
1p] l n nto id tl 
this vea 
! t is t Cx pe nd ip 
t | llion before th 
I r th 1 Universal el 
tr lian idvertising. In ad 
dit ill-time high expenditure 
ilf z iT mati 1 lin 
ft ( 1 it ntroll d cookin 
} { rece 
t ish Th nclude elect 
fT! a l ind i 
| ( imat line featur 
te ) { control unit 
n be | red into any item 
i 
iC | } | ude t in lud 
t isu ind trade insert " 


N. Y. Show Lags 


1} Mo id annual Internationa 
HH vares S it the New Yor! 
( 1 had ugh sledding thi 


Bot tl number of exhibitor 


ind num of those attending 
| 
Keason t forth were proxim 
ity to the Ju lourth weekend (the 
how ran from June 30-July 3), and 
the short time between it and the 
h laree Atlantic City show 
One of the problems appeared to 
villingn of out-of-town 
to to pay buyers’ expenses to 
t New York sh perhaps be 
ul of the fact that this would in 
le a thr lav lavover before thx 
Atlantic Cit 10M 
() ibout hrm howed at 
t Cx l l isid ble redu 


Guide for Ads 


Hotpoint ¢ has made availabl 
ror its distributor ind dealers an 
( e, 164-inch by 13-inch retail 

tising book, planned and pr 
by th frigeration depart 
ment. The bool designed te help 
dealers meet their own local market 


|! merchandising condition 

1 rt ellin retrigerator 
I rreeze ind alr onditioner 
Hotpoint that supplement 
to tl ll be added on a 
quart b with special inser 
t m per lical Also 
I i lio and tel 

rt ipplement 

B 1S¢ f the rict of $12 

t tration log ity pe 

1 t id feature illu 
trat m t 5 ) different 
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A TRADEMARK OF YESTERYEAR is looking for a name 


} 


To mark its fiftieth anni 


versary, Bryant Manufacturing Co. is sponsoring a “Name the Bryant Pup” contest, 


featuring its advertising symbol of the 1920's 
president and sales 


manager, 


left, 


holds 


an ar 


H. | 


Clary, the company’s vice 
mload of the pups as Zorita 


DeJarnette keeps tally. The contest’s grand prize will be a golden Cadillac 





BETTY FURNESS greets a Peoria housewife and signs her cookbook 


building promotion at Block & Kuhl’s in Peoria 


B & K promotion built around major improvements in their service 


in a traffic 
Betty took part in a three-day 
She cut the 


tape inaugurating a new bank of Westinghouse elevators, then autographed cook 
books in the appliance department 


44544 4 Aas Mee 








A G-E EXPERIMENT in getting goods to market resulted in this airport promotion 


at South 


Appliance Park was unloaded at the airport by Walz Brothers 


Bend, 


Ind. A 


plane-load 


of 


50 


In three hours, despite rain, 920 units were 


-AUGUST 


autome 


sold i 


itic washers and dryers from 
at 2 P. M. on May 11 


G tent on the airstrip 





New Literature 





@ The third annual Electronics In 
dustry Fact Book published by the 
Radio-Electronics Man 


ufacturers Assn. contains a de 


| { ke vision 


tailed statistical analysis of — the 
radio, television, and electronics 
industry, T'V picture and receiving 
tube statistics, and special chap 


ters on military and industrial ele 


tronics, tubs ind part incl ex 
ivailable to 


members for 50. cent 


port, Copie are non 


RE TMA 
each from RIETMA_ headquarter 
1721 DeSales St., N. W Wash 
ington 6, D, ¢ 

* Kitchen Sketch Book, a 16 page 
released by Kitchen Maid 
Corp. includes a group of new idea 
kitchens illustrated in’ full 
ind portraying — the 


Triple-H line. Available 


catalogue 


olor 
company’ 
to dealer 


it no charge, the catalogue is avail 
able to others for 25 cents a cop 
from Kitchen Maid Corp,, An 


drews, Ind 

® Hotpoint Co.’s dishwasher met 
chandising department has issued a 
book for 
bool 


new retail advertising 


dealers’ use. The new | 2-page 


ontains retail ad mat materials in 
variou izes. for both mobile 
model ind undercounter dish 
Wal her 

©The 1957 edition of | Want to 
Know About the Electric Industry 


has been published by Edison Eley 
tric. Institute The ne booklet 
hows that tor the clectne industrn 
1956 wa i car of 


mcrea ed 


ichievements and re 
ords. In both text 
thie book pre ent 


recent gro 


rrowth, new 
ind tabular form 

data on the 
vth of capacity and pro 
duction, the inv 


tinent in new 


facilities which mede this growth 
po ibl ind expan on plan 
®What Every Woman Should 


Know About Housepower is a 16 
page booklet t 
tals in electricit Singh 
| ent in De 
from Channing I sete Co., In 


Greenfield, Ma 


ching fundamen 
copi ine 


each and obtamed 


® ‘The latest revised 1957 edition of 
Appliance News Service, a basi 
96-p dealer manual contamin 
photograph ith full deseription 
doth latest factor mhrmned 
1) of standard brand mayor ip 
PHAance iho | \ ind el tric 
| now ready for dist 
bution to deal moa yeari ub 
tion ba In addition to thi 
1) olume the 4909 Cal 
ub ption includes Weekly Price 


Discontinued Model Bul 
letins, and Monthly Mlustrated 
New Model Supplements. Writs 
to \pplian ce News Service )-47 
1G3rd Street N. Y 


Change, 


Jam Ca 











THIS SYMBOL 


oF CAFEV 


TO MILLIONS 
OF AMERICANS... 


ELECTRICAL 
Selle APPLIANCES 
TO MILLIONS 
OF CUSTOMERS! 





pr 
! I 
lo 
| | | 
1 | if 
| 
| 
th 
th ' ' 
U/L blag Lab on your 
' } ad t 
| ! | ord ind 
! NH t th th 
biegel {fs of Under 
l { In ind 
l red 
in [ 
ppl 
*Biue FLAG LABEL for wd sets 


*Green FLAG LABEL for power 
supply cords attached directly 


=z 
to a lamp of appliance y 


THE SAFE ELECTRICAL CORD 
COMMITTEE 


« 398 © Sptrorf 


ra 
‘ Manutact ’ ' lage 


ectrical Safety 
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handising 
of Hotpo nt 
ister-of 


JOHN CLARK, right 


ows a double-pag 


Hotpoint television advertising an manager, 


spread in a national magazine as an examp! 


advertising support for dealers during ar 


Mel Jass, left 


Early-Morning TV... 


.. . helps Graybar Electric to sell Hotpoint’s new Hi-Vi 
television line by going into dealers’, consumers’ homes 


in the upper Midwest 


| I] f 
, ’ for ( ) nd { { 
| | ( » Minn fal nod the third for th 
il the fourth for | 
t }hieVi tel ion i nsol id a lowbov 
| dealer i the uppe Midw Lloyd opened the show ith 
Inst f bringing tl leal hort welcome to the deal ind 
t nectin i T tral | \I Ja lin | i Ct 
| tion 1.1 | ent to them via hist f nonies, began a seri 
’ mi-closed ny I t for each of the set 
on a nine-station tele on tworl lina ¢ Hlotpoint’s tel 
Ile did this by bringing the me ldvertising and 1 handising man 
line into the dealer own hom 


hrough the opening 4 stations not 


» ] 
in DACKINE Up iit 


told of th ional ad 


promotion tf 


Iie it Hal Murph He tp 
ty t i a d 
i pt ft 
ist ( il} if 
Matt k f Grayl in 
Palm itin Hot 
r 


Distributors Named _ 


Ben-Hur Mig. Co.—lrank G 


( | Lond Ont.; | 
1) Stockt ( 
\ \ I ist t ( 
( Vhiteh \ 
Calif., Fraker Hea 
| ( Kn | 
J h | New Y N. Y 


Carrier Corp Vall Sheet Met 
( Ph Ariz 


DuMont—O B) Hare 
( | Jackson, M 


Div., II 
Cx Det 


Cibson 
Ci \I 
\i 


Refrigerator 


Norge Div Borg-Warner ( 


Llon \ ! Dist 
Litt Kk \rl Leo M 
( | Oklahoma Cit () 
Philco 


Corp. Graybar bel 
Co., Det t, Mich 

Stewart Industries, Inc.—1] 
Wav S | it Ont 





operating, | The Motorola Pitch 


tel ist 
Ni ily chidl ( j | 
i] pe { if l i thi 
i | ul ’ j ? j 
1 lay ! ttin " 
ii \ 1 i t 
(, | i] nen hy \ 
the brand name sprawled t] 
' 
\ i f thre ial I 
thre roach of the Sk Slend 
Profil Hotpoimt theme tor t 
Phe last of the th 
1 | list ial 
ly] 1 , | | + 
+] 
1 ! at till amas 
: noun é : pROM MOTOROLA —_ Gee te BG ‘ 
' by an ad in the T\ n woronou get YOUR fo“ wororou 
; aaoro ——— BASEBALL , yy 
1 li 1] ons eae < 
) , ' ee 
nk Billin hy I isa Th an 
| - ‘ 
pl I for ie thics¢ 
l con ; t BOB FELLER PROMOTION fills this showroom display of Motorola Chicago Co The 
I" ' if factory branch distributor used it to sell the promotion to its dealers. Some 500 
low ' Ken int retailers and their sales personnel were exposed to the promotion at a recer 
P| mately four | ul tion baseball open house at the distributor’s showroom 
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NEW FACES IN NEW POSITIONS 








JAMES J. McLAUGHLIN MAURICE LIPSICH JAMES G. KOONTZ 
Dormeyer Corp.—Jam¢ J. Mc dising. Maurice Lipsich is the new Kasy Laundry Appliances Div., 
Laughlin has been named _ vic ice president for sales. Lipsich had Murray Corp. of America—Jame 
president in charge of marketing nost recently been in charge of the G. Koontz has been promoted to 
Previous to this appointment Mi corporation iles office in Chi the position of general sales man 
Laughlin was director of merchan cago, Ihimnoi ger. Richard H. Kelly replaces 

Koontz in the post of national field 

ile manager Divisional — sales 
Admiral Corp.—William I. Pren Packard-Bell Electronics Corp.— manager appointments include th 
t has been named regional man Jack C. Houseman ha been named following D. A Sjolseth, western 

er im the area encompassing issistant ile manager for the division: ], M. Hudson, southern 

Davenport and D Moin la home products division of the cor division and EF.. W. Hubert. central 
Omaha and Pe poration Hvision 





ROBERT M. FICHTER AL B. PUPETER F. J. KAUTZMANN, JR 
Westinghouse Electric Corp.— Hamilton Mfg. Co.—Al B. Pupetes Youngstown Kitchens Div., Ameri 
Robert M. Fichter has been named has been appointed to the post of in-Standard—l'rank W Kautz 
te] on le manager for the vertising mana Pupeter had mann, Jr., has been appointed ad 
- t ira division. Fichter most recently held the position of rising and sales promotion man 
the former advertising manage! issistant advertising manager of the wel Kautzmann wa formerl 
t thre ion ompan\ vith G.I lextolite division 
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hie if 1 unit 
Ih timated | uction of 
Bendix today is around 1500 unit 
nonth 
\\ i! ittaching a night ( 
of one of our stores in Sao Paulo 
— Roberto lerreira da Rosa, Director 
ad Sociedade ‘Vecnica k) Comercial 
Serva Ribeiro S/A 
A Rua Vi nde Do Rio Branco, 620 
| Sao Paulo, Brasil 
te Kditor's Comment—In May bM 
00 estimated Brazil's Bendix output at 
one 1,000 washers a year. We are de 
lighted to find that we are so far 
wrong 
ING 
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BERTRAM F. GIVEN 


Waste King Corp.—Bertram | 
Given has been elected president 
Given had most recently served a 
executive vice president and su 
ceeds his father Samuel Given im 
the new post 


lrigidaire Div., General Motors 
Corp.—Wilham Tl. Anderson ha 
been appomted assistant general 
ile manager m charge of the 


outherm region 


Norge Div., Borg-Warner ¢ orp 
James bi, Doughty has been named 
issistant to the national manager 
f home laundry equipment ile 
\ regional appomtce R. K. Bur 
ndge named district manager in 
outhern Cahtorma and Arnzona 


Whirlpool Corp.—Julian I. Shel 
ton has been named district sale 
nanager for Chicago, Milwaukee, 
Nlinneapol Benton Harbor 
Nlich., and Sioux balls, S. D 


Zenith Radio Corp.—Peter S$ 
Faranto has jomed the company 


is southwest representative 


Magnavox Co.—Sidney Brandt has 
been appointed regional sales man 


wer for eastern Pennsylvania and 


Maryland 


lo The Editor 

In the July [¢lectrical Merchan 
dising, page 9 ou show a “Supe 
Heterodyvne Senn Portable Radio 
mid state till required was an 
electrical outlet 

lor your information this model 
Wil trictly a battery operated set 
with battenes in both end panel 
Battery climimators or even the 
104 peaker were not available 
| years afterward As | 
recollect it, this model appeared 


Richard G. Devaney 
I'V & Radio Service 
631 S. 60th Street 

Philadelphia 43, Pa 
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1957 ESTIMATED INDUSTRY SHIPMENTS—FIRST FIVE MONTHS 
Jan. Feb. Mar. Apr. May 5 Mos. 
Dishwashers 1957, 37,200 36,700 33,100 26,000 24,800 157,800 
1956 36,200 36,400 41,500 38,000 42,100 194,200 
% change +2.8 8 20.2 31.6 41.1 18.7 
Dryers, Electric 1957. 107,955 77,082 56,161 27 767 20,715 289,680 
1956 123,779 106,015 83,552 49,786 40,316 403,448 
% change 12.8 a a 32.8 44.2 48.6 28.2 
Gas 1957 36,666 37,435 27 507 =15,083 10,857 127,548 
1956 42,464 42,507 29,479 = =15,137 15,014 144,601 
% change 13.7 11.9 6.7 4 WF 11.8 
Food Waste Disposers 1957. 49,800 43,600 43,800 38,400 35,900 211,500 
1956 63,900 47,400 52,900 56,100 56,400 276,700 
% change 22.1 8.0 7 oa 31.6 36.3 23.6 
Freezers 1957 68,400 73,400 81,400 70,900 82,300 376,400 
1956 77,800 83,700 85,300 95,300 83,000 425,100 
% change tae 12.3 4.6 25.6 8 13.9 
lroners 1957 4,392 3,784 3,308 3,249 2 ,865 17 ,598 
1956 4,963 4,516 4,809 4,753 4,222 23 , 263 
%o change 1.5 16.2 31.2 31.6 32.1 24.4 
Television Production 1957 450,190 464,697 559,842 361,246 342,386 2,178,361 
1956 588,347 576,282 680,003 549,632 467,913 2,862,177 
% change 23.5 19.4 17.7 34.3 26.8 23.9 
Radio Production (Home, 

Portable & Clock) 1957 563,905 741,906 1,011,541 735,361 627,620 3,680,333 
1956 558,976 655,895 881,841 693,729 777,554 3,567 ,995 
% change 9 +7 .5 + 14.7 +6.0 19.3 +3.) 
Ranges, Standard 1957. 116,600 87,600 95,200 72,000 63,200 434,600 
1956 119,500 132,900 127,500 124,300 93,300 597,500 
%o change 2.4 34.1 25.3 42.1 32.3 27 .3 
Ranges, Built-in 1957 27 ,900 40 ,100 44,200 35 ,200 30 , 400 177 ,800 
1956 24,100 28,500 35,600 33,200 35,100 156 , 500 
Zo change +15.8 + 40.7 +24.2 +6.0 13.4 +13.6 
Refrigerators 1957 305,400 298,700 309,300 281,600 303,700 1,498,700 
1956 308,900 316,000 403,500 353,300 346,800 1,728,500 
o change 1.1 2.2 Z0.0 20.3 12.4 ioe 
Vacuum Cleaners 1957. 276,738 300,887 312,746 281,627 231,246 1,403,244 
1956 302,203 286,386 395,686 352,873 326,008 1,663,156 
Jo change 8.4 5.1 21.0 20.2 29.1 15.6 
Washer-Dryer Combinations 1957 18,538 20,354 21 ,527 12,611 9 443 82 ,473 
Washers, Automatic & Semi 1957. 261,295 243,047 211,356 169,573 184,858 1,070,129 
1956 295,064 299,114 295,451 234,876 220,994 | 345,499 
Yo change 11.4 18.7 28.5 27 .8 16.4 20.5 
Washers, Wringer & Spinner 1957 70,019 76 ,533 74,849 61,102 69 ,337 351 ,840 
1956 98,653 106,517 110,293 89,362 94,255 499,080 
change 29.0 28 2 a2. 31.6 26.4 29.5 
Water Heaters, Storage 1957 56,300 62,600 66,200 65,600 71,500 322,200 
1956 = 72,300 79,400 79,900 80,500 79,500 391,600 
© change 22.1 21.2 Ww." 18.5 10.1 17 .7 
H iry M Assn., Vacuum Cleaner DA « fact s Assn., and 





MERCHANDISING 


Supplement Products Services 
For More Sales - More Profits 








\ ASTER 
TRUCKS HL X75 
For safe and easy han- ron ty 


diing of Ranges, Refrig- 
erators, Freezers, Wash- 


ers, Air Conditioners, 

Pianos, Television sets, 

Venders, etc. Experience ’ 

in manufacturing equip- Te tn ley) 


ment for heavy case BALANCE TRUCK 
moving since 1901, NO 


SELF-LIFTING om 


ONE MAN 


PIANO TRUCK CO. STRUCK 


425 NK. Main St tindiay, Ohve 





Handle refrigerators 
ranges & freezers the 












quick and easy way 


ROLL-OR-KARI 
DUAL TRUCKS 


Pat'd Step-On-Lift. Re 
tractable wheels Cap 
800 Ibs Ship. wt. 48 
Ibs DELUXE Model 
equipped with swivel 
wheels at one end 
REGULAR Model with 
fixed wheels 

Write Dept. 8 

for folder 


ROLL-OR-KARI CO. 
Manvtacturers ZUMBROTA, MINNESOTA 


SEARCHLIGHT 
SECTION 


Classified Advertising 


EMPLOYMENT ’ BUSINESS 
EQUIPMENT usto or RESALE 


OPPORTUNITIES 





EMPLOYMENT OPVORTUNITIES $20.75 per 
inch ibject to agency cComminsion 
AN ADVERTISING INCH la measu ‘ 
tically on @ column-—-4 columna—<5 inches 


UNDISPLAYED $2.10 @ line, minimur 
To 


gure advance payment, count 5 average w 
' 


POSITION WANTED undispliayed adver 
al le ) 


rate i ne balf of weve ra payabie in adva 


ax UMEERS <ount an | line 
: i ‘ Aus 








NEW © FREE * NEW 


VACUUM CLEANER 


1957 CATALOG 


CLEANERS AND PARTS 























Easy 
To Eder Vacuum Cleaner Co 
13444 Liverne is Dept 25K 
Reed Detroit 14, Mich 
REPL! ! Addre t 


iN FRANOINCO; 648 Poat At 


POSITIONS VACANT 
Wanted—tervice man—household appli 
anes “ i pe a working eond ) 
Ww e@ hie r Apl ance er ee if 
Dixie W. IP, Keach, ble 
Salesman wanted to sell washing machine 
pa and aces es for national dist i 
f I ‘ ate Experience in hor 

f he i *, te Vv ne pre 
i ‘ erie ‘ aue fam tatu pl 
apt ‘ ‘ confidentia j 
bles ca le ha 


BUSINESS OPPORTUNITY 
Electrical Contracting Business——Leoe thriv 


I 








EDITORIAL 





The Great Shakeout — 1950-1957 


) i fast-m ng b i 1 as the ipplian e-radio 
t on i t t npcrative that, on 
uh, we itch ot yreath pause in Our headl ng 
tf, and try t bh vhiere we have been and where 
Wie / w that the po t-war yal 
146-1949 ( il iv ad ited to sat fying pent up 
I i? su t W ' All yW that thie Cal 
forth an even t demand because ol! 
re-k i war b n But events since then 
t , nm th such revolutionary 
t, that may ha t mht of their effect on 
thi to-da nduct of our atta Here then are the 
t vit t trend r mdustry has undergone in 
ti 


(1) Virtual abandonment of the one price system on 
hich our busine vas lustorically based Marketer 


t manufactu now call the turn 
(2) The enormous expansion of our productive fa- 
cilities, which has enabled them, at least for the moment 
to out trips thr ibility of our customers to absorb 





LAURENCE WRAY 


Editor (3) The meteoric rise of a relatively new merchandi 
ng medium—the discount house, with low operating 
ts, high turnover, pre-paid in tallation and delivery 
hare mnadequat onsum installment credit facil 
the d inadequate service Yet the quality and a 
tay f ou ods, plus th lative inexperience of 
i ny fa new neration tf our customers give 
th | int ! | hard to beat 


(4) The distribution of our products through an even 


vreater variety of outlets the discount house ilread 
nentioned);: the chain stor Sears, Montgomery-Ward, 
| ton \\ t i Auto Suppl (joodvear, Gamble 
y} MW i t th ntract-builde: vith one 
T 1) ie homes built annually in the past 
thie int cham retailers in metropolitan mal 
t th fin il ability to buy direct ynmand 
| t i i vance ona -Op Da varchouse and 
cn titan t owl HN aL pap ind th ! 
tru n of too iper-mnarket non-food chain ich 
| Newb \\ I. Grant. W Iworth. et mito the 
t i} tN th | id elry and hard 
i tt ilthor i th ! rd) and th 
Wired l ly tl 


5) The contraction, through both merger and with 
drawal of many independent manufacturers in the indus 


try Ihe trend t ids the full-line has been vasth 
entuated—at the manutacture vel, the distribut 
el and, ultimately perhap t the dealer level. But 
ther i till stron independ it manufacture of on 
more lin vii ommand leading position in th 
rcustt through nam through qualit through yu 
tation, through service and through a dedicated bunch 
! distribute ind deal 


(6) ‘The emergence of a whole series ot new products 
itt \\ lc War I] iutomat vasher drvei ind 


wnbinations; dishwashers and garbage disposers, freez 
id combination ref crator-fre ( msole pi t 
le and t Th lock, portable and p ial 
trar to rad room nad ntral air conditioning; 
humidifiers and dehhumuidit inmist md tank vacuum 
leaners; electric heating, wat nditioning and quick 
recovery water heat \] i host of new electri 
housewart haver blender killet broiler blan 
t portable IX! team-and-dry irons, knife harp 
ers, coftee-grinde: iutomatu percolatot the list 
ndless. We have moved into built-in ipphi imces, CO 
ed apphanc ind complete kitchen We have taken 
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on side-ling uch a power lawn mowe! powel tool 


ind even outboard motor cameras and typewt 


(7) The rise of the factory distributing branch, in 


the case of full-line manufacturers, as against the inde 

pendent distributor Sut the relatively strong position 

£ many independent manufacturers will insure the in 
pendent distributor of a busine future 


(%) ‘The trend towards centralized service on the part 
of some major manufacturers—a trend sharpened by 
] ] 


dealers faced with a problem of cutting operating cost 


fo meet pric ompetition 


(9) The rise in saturation of many devices—refrigera 
on, washer cleaner I'V sets, iron clocks, radio 
ct ind the corollary assumption that multiple sale 
i some of our products creates new market Satura 
on also gives rise to a trade-in problem of major pro 
portions as the auto industry not only acknowledge 
but takes in its stride 


(10) The vast expansion of population, family for 
mations, employment, personal disposable income, new 


home building, savings, discretionary spending power 


ind instalment credit—all combining to create giant new 
inarket 


(11) The flight from the cities to suburbia, exurbia 
nd even interurbia ce EM, Jul 7, p. 7] ind the 


| 
ubsequent yur mn of thr hopping enter ind the 
highwa is Oppo d to downtown location 
(12) The emergence of the “‘transshipper’, th 
late distributor” and the dealer buymg groups—al 
marking the trend towards volume concentration 


(13) ‘The shift in emphasis from dealer specialty sell 


ng to mass pre-selling of the consumer through tel 
ion, radio, newspapers and magazin In a word 


ind-name Hiei hand ly 


(14) The first really cohesive industry movement t 


| it product ind service vain mpeting indu 


tries, embodied in the “Live Better Electrically” p 
mn: th lou power Campaign to meet the wirin 


tt] | the coordinated NIE MA-EEI prom 


HCC Wid 
I 


t 


(15) And finally, but sadly, the phenomenon of 
shrinking margins, rising costs of doing business, minis 


cule profits for even the best operator ind lo ind 
failure for many important segments of the industr 
NARDA dealers alone, since 1950, have seen their proht 
ratio drop from ( percent t | percent in 195 
ind 5 percent of them reported 1osst Many well 
known manufacturers have been forced to fold or merg« 
ind man independent distributol ha pecn pulled 
down with them. Nor have dealers been | vulnerable 
luring the great shakeout of the 50 thousands hav 
illed it a day 

But 

Thi na out pp t caring ah Cre 

Lhere til t 1 hard t stron na pend il 

ilers with a power to move merchandise far out of 


r number 


ol l 
i 
lhese are the dealers who have met the new develop 


loy 

ment ind circumstanc vithin the industry with 
nagination, resourcefuln ind the ability to adapt t 

hange Ihev have cut out wast they have hone 

their selling technique they have become better 


HiCTe handi Cl 
And right there is the point: if you are going to su 


ced in this business, you have t 


ve willing to change 
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Professional malcontents. The Irish Tenor in the foreground is Charlie 


O’Neil, Hamilton’s v.p. for research and development. Behind him is Paul 
Paulsen, and behind him are some other R & D people—all of whom are 
afflicted by the same malady. These people are never satisfied. Well, now— 
anyone who knows clothes dryers will tell you that Hamilton makes a good 
one (masterful understatement). Not the most complex, not the cheapest —but 
a fine machine for drying clothes. So, does it really pay to keep on improv- 


ing it? Sure it does. Ask any Hamilton Distributor or Dealer—they know! 


STRONGEST EXCLUSIVE LAUNDRY LINE GOING! 


AUTOMATIC WASHERS + AUTOMATIC CLOTHES DRYERS + HAMILTON MANUFACTURING COMPANY + TWO RIVERS, WISCONSIN 





KELVINATOR’S 


ic Carpet Carnival 


LETS YOU 
TOP THEM 


e\ SS \F 
= ¢ 


~ 


Only the Magic Carpet Carnival 


Yes, the Magic Carpet Carnival is coming Gives You 


your way to get you off to a flying start 


with a 1958 laundry line that is sheer retail THE ONE NEW 1958 
magic. It's going to take you up, up, up 
to where your profit opportunities are LAUNDRY LINE THAT 
high, wide, and handsome. Ask your local HAS EVERY IMPORTANT 
Kelvinator zone or distributor how 1958 SELLING FEATURE 
you too can get aboard the Magic Carpet. 
WORKING FOR YOU 


DON'T MISS THE MAGIC CARPET CARNIVAL! 


Get off that bed of pain— 
get over to Kelvinator's 
Magic Carpet Carnival and 


make some real magic! 


i! - 





WALA 
Ketvirzator MEANs Business GOOD BUSINESS FOR YOU! 


Pane 





